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DropBooks Introduction

Welcome to Pay Per Click Search Engine Marketing For Dummies. If
you're reading this book, you’ve undoubtedly heard all the talk about
Pay Per Click, advertising for the masses. Anyone with a credit card and a
Web site . . . wait, no, you don’t even need a Web site anymore. . . . Anyone
with just a credit card can place ads on major search engines and major con-
tent Web sites with just a few minutes’ work.

You’ve probably heard how simple Pay Per Click (or PPC, as we insiders know
it) really is. But if that’s the case, how have [ managed to fill an entire book on
the subject?

Well, as is almost always the case, things aren’t as simple as they appear.
Getting started with PPC is very easy; what takes a bit more time and under-
standing is getting started and making it work. [ know companies that are
doing very well with PPC advertising — one company that even spends $2
million on PPC ads every month. 1 also know companies that are losing money
with their PPC ads.

Making a PPC campaign work takes some brains, and although this is the For
Dummies book series, the publishers of this series have always believed they
were publishing for smart people; it’s just that, at the point of picking up the
book for the first time, those people don’t feel so smart about the subject. In
fact, they feel a little lost. They want the straight dope, and they want it fast,
in an easy-to-digest format. That’s just what you get with this book. By the
time you finish this book, you’ll be no dummy in the PPC world. You’ll have a
good idea of where to begin and where to go.

About This Book

This book simplifies the whole Pay Per Click advertising business for you.
You find out how to make PPC ads work for you, not against you. In this book
I show you how to

v Figure out where to place your PPC ads. You have many choices.

v Make sure that you're using the right keywords to trigger your PPC ads.

v Calculate your breakeven and gross profit numbers.
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v Calculate your return on investment (ROI).
kPick the keywords that will connect you with your customers.

e ads that encourage the right people to click your ads . . . and dis-
courage the wrong people.

v Bid on your ads in a way that makes sense (and cents).
1 Work with the major PPC systems — Yahoo!, Google, and MSN.
1 Use geo-targeting to put your ads in front of people close to your business.

1 Work with content-placement systems to place your ads on non-search
Web sites.

v Track the effects of your ads, in terms of sales and other conversion types.

v And plenty more!

Foolish Assumptions

You and I have a lot to cover in this book, so we don’t have time for the
basics. So I assume that, if you're reading this book, you already know a few
things about the Internet and search engines, such as

v You have access to a computer that has access to the Internet, and you
know how to connect.

v You know how to use a Web browser to get around the Internet.

+ You know how to carry out searches at the major search engines, such
as Google and Yahoo!.

v You know how to use Web-based form systems. You'll be using a variety
of online systems to create your ads.

»* You, or someone working with or for you, know how to create Web
pages. You’ll probably be pointing PPC ads to those pages (although it is
possible to run PPC ads, in some cases, without having a Web site).

v You have some basic writing skills. You’ll be writing simple little text
ads, so you need to be able to string a sentence or two together.

v You can do a little in the way of math. You’ll need to carry out the simple
calculations required for figuring out whether you’re making or losing
money on your PPC campaign.

There’s actually very little in the way of nasty technical stuff in this book. I do
discuss IP numbers, but don’t worry; it’s only in passing, and I explain what
they are. Perhaps the most complicated technical stuff in the book is in the
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chapter on tracking conversions and sales (Chapter 15), but it’s really quite
straightforward. Anyone who creates Web pages should be able to under-

D ro p B O Gk Sw to enter tracking codes into those pages.
How This Book Is Organized

Like all good reference tools, this book is set up to be read “as needed.” It’s
divided into several parts, which I discuss shortly. So if you want to jump
right in and learn about working with Yahoo!’s Sponsored Search PPC system,
just skip to Chapter 8. If you need to understand how to write good PPC ads
that the PPC services won'’t reject and that will encourage the right sort of
people to click through to your site, then read Chapter 6. If you need to
understand the different options open to you for tracking traffic as it comes
to your site and figuring out what those visitors actually do on your site, then
flip to Chapter 15.

However, I really recommend that you read everything in the book because it
will make a big difference to your chances of success. When [ wrote the book,
[ put the basic foundation knowledge at the beginning, the information on
how to get started in the middle, and the more-advanced details at the end.
You really should understand how to write ads (Chapter 6) before you start
working with the PPC systems (Chapters 8 through 14), and you need to
know how different bidding strategies can hurt and hinder you (Chapter 7)
before you actually invest a lot of money in your PPC campaigns.

This book contains a lot of information, and you never know what you might
need. Are the clicks on the major systems too expensive? Then you might try
a few lesser-known systems (see Chapter 11); have you seen a sudden surge
in clicks to your site, but without an increase in sales? Maybe you should
read Chapter 5. PPC can be very profitable for companies that understand
how to use it, so make the most of the book you are holding in your hands.

Don’t forget to visit the Web site associated with this book. At www . dummies .
com/go/payperclick, you can find all the links in this book. And don’t
forget to visit my Web site at www.PCBulletin.com, where you can find
links to special discounts on a variety of PPC services.

Part I: Preparing for Vour Campaign

[ start at the beginning, getting you ready for your PPC campaign. In this part,
you find out just exactly what PPC is and where it came from. You discover
the different places you can place ads, from search engines to content sites,
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from the monsters of the PPC world — Yahoo!, Google, and MSN — to the
second- and third-tier systems — Kanoodle, Miva, Searchfeed, myGeek,
d many more. You find out how to calculate your “return on invest-

d uPpw to pick keywords for your campaign, and how to write ads that

work well. You also get the lowdown about how advertisers bid for the posi-

tion of their ads on the search-results page and about a number of bidding

strategies. Bidding for position is not like bidding at an auction, so I show you

a number of strategies that can make or save you money.

Part II: Using the PPC Systems

In this part, I explain how to work with the major PPC systems. Each one
works a little differently and has its own advantages and idiosyncrasies.
Yahoo!, Google, and MSN are responsible for the majority of the world’s PPC
ads. But what if their ads are too expensive? Or what if they work really well,
but you want more clicks? I also show you other places where you can buy
PPC ads — the second- and third-tier PPC systems.

But there’s more! How about using the PPC systems of content-placement ser-
vices such as Quigo? Or the PPC-based shopping directories, like Yahoo!
Shopping, or perhaps the Yellow Pages PPC systems? You need to understand
geo-targeting, too, with which you can present your ads to Internet users in
particular locations, even down to circles with a half-mile radius in American
cities (in theory, anyway; I explain why practice is different).

Part I1l: Managing Your Campaign

Your advertising campaign may be up and running, but don’t think that
means you can sit back and rest on your laurels as the sales pour in. There
are a number of things you need to know about to make sure everything
stays on track.

Running a PPC campaign without any kind of tracking is a recipe for disaster.
You’ll miss opportunities, as well as problems. How do you really know
whether you’re making money from PPC if you aren’t measuring how many
people come to your site and what they do when they get there? How do you
know which keywords and ads work well, and which are losing you money, if
you don’t track? You don’t. So in this part of the book, I show you how to
keep track of how many visitors come to your site from the PPC services and
what actions they carry out on your site.

[ also point out the various bid-management tools available to you; that is,
tools that are more advanced than the basic systems provided to you by the
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PPC services — tools designed to make life easier for people tracking hun-
dreds, or thousands, of keywords and thousands of PPC ad impressions

0]

Oh, and before leaving this part of the book, I examine a controversial sub-
ject: click fraud. Perhaps 20 percent of all clicks on PPC ads are fraudulent,
according to some experts. Fraud rates have even hit as high as 80 percent
for some advertising campaigns. Why would people click PPC ads fraudu-
lently? For two good reasons . . . which I explain in this part.

Part 1U: The Part of Tens

All For Dummies books have the Part of Tens. In this part, you find ten ways
to make money by selling clicks . . . by, in effect, getting into the business of
selling PPC ads. You also find out about ten useful tools for planning and
managing your PPC campaigns, and ten ways to continue your PPC education
and keep up with the latest information and innovations.

Icons Used in This Book

\\3

This book, like all For Dummies books, uses icons to highlight certain para-
graphs and to alert you to particularly useful information. Here’s a rundown
of what those icons mean:

A Tip icon means I'm giving you a little extra, an additional snippet of infor-
mation that may help you on your way or provide some extra understanding
to help you really understand the concepts.

The Remember icon points out things that [ may already have told you, but
that bear repeating. Hey, we all forget something sometimes.

This icon indicates geeky stuff that you can skip if you really want to . . .
though you may want to read it if you're the kind of person who has to have
the background info.

The Warning icon is here to help you stay out of trouble. It’s intended to grab
your attention to make sure you avoid a pitfall that can harm your Web site
or business in some way.

5



6 Pay Per Click Search Engine Marketing For Dummies

DropBooks




Part|

DropBooRggparing for Your
Campaign

The 5th Wave By Rich Tennant
ORI TENNANT

“The top line represents our vevenve, the middle line
is our inventory, and the bottom line shows the rate
ot my hair loss over the same period.”



DropBo«

PKS In this part . . .

ou’ll hear often from the Pay Per Click (PPC) compa-

nies that you can get started with your PPC campaign
in minutes, and perhaps you can. Whether you should or
not is another matter. Personally, I think you’d be well-
served to find out a bit before you jump in with both feet.

Perhaps you think you already know all about PPC — but
do you know the difference between advertising in the
search results and in “contextual” placements? How about
the second- and third-tier PPC systems? How about Pay
Per Call and Pay Per Action? In any case, even if you know
these things, there’s still work to be done before you
should begin your advertising campaign.

You really do need to understand a few numbers. The PPC
companies will tell you (a little) about ROI (return on
investment), but they don’t talk much about calculating
gross profit and breakeven costs, about costs per sale and
costs per action. These, and other things, are essential to
any full understanding of whether a PPC campaign is
working or not, and I discuss them all in this part.

You also need to understand keywords — and be able to
pick keywords that work well for you. And there’s no point
beginning a PPC campaign if your Web site isn’t ready, so [
discuss landing pages and site conversions. Oh, and then
there are your ads. Sure, you can write an ad in a couple
of minutes, but you could also take your time and do it
right. [ give you the help you need in this part.

But no, you go ahead, skip all this “preparing for your
campaign” stuff and jump right in . . . where angels fear to
tread. Or, flip the page and spend a little while learning the
background first.




Chapter 1

DIroloBOOkﬁntroducing Pay Per
Click Advertising

In This Chapter

Understanding what sets Pay Per Click (PPC) advertising apart
Understanding how PPC ads work
Learning the ins and outs of PPC ads

Avoiding PPC tunnel vision

If you’re reading this book, you’'ve heard the hype about PPC. Pay Per Click
advertising is many things to many people. To some, it’s a tremendously
effective way to push people to a Web site and sell products to them; to
others, it’s a great way to lose money. To some, it’s a tool into which to pour
millions of dollars for brand advertising; to others, it’s a huge disappointment.

Which side of the line you sit on — the side of success or the side of failure —
and how close to the line you sit, depends on a number of factors. Some of
those factors are under your control, and some are not, but the intention of
this book is to give you a good understanding of those factors and the best
chance of landing on the money-making side of the line.

Let’s begin at the beginning. In this chapter, you find out what PPC is all
about and why some people swear by it, while others swear at it!

The Days before PPC

Not so long ago, Internet advertising came in a couple of basic flavors. The
first was very similar to print advertising. You paid someone to put some
kind of advertisement on a Web site — typically what’s known as a banner ad
(you can see an example in Figure 1-1). The ad sat on the site for the specified
period — a week, a month, a year — and if you were lucky, people clicked the
ad and came to your Web site. You were paying for an ad placement.
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Soon, a slight refinement to this model appeared. The main problem with the
ad-placement model was that you didn’t really know what you were getting
for your money. Sure, the ad would sit on the site for, say, a year, but what did
that mean? Would a million people see it? Or a thousand? In many cases, all
you had to go by was a vague promise from the site owner — “we get a mil-
lion visitors a year,” for instance. Does that mean the page on which the ad
sat would be seen a million times? Probably not. Worse, the promise might
have been something like “we get a million hits a year.” What’s a hit? Ah, you
think you know, but you probably don’t.

The term hit has come to mean just about nothing. People say hit when they
mean visit, and sometimes say hit when they mean hit but hope you’ll think
they mean visit. Want to know what a hit actually is?

A hit is a Web server request. When someone clicks a link leading to a page,
the browser requests the page from the Web server; that’s the first hit. If the
page has five images in it, those images have to be sent to the browser, too.
That’s five more hits. If the visitor clicks a link and requests another page,
that’s another hit, plus the images or other components inside the page. A hit
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might even be an error message, when a browser requests a page that no
longer exists.

G) &xt time someone tells you that his site gets, say, 100,000 hits a

month, ask him what that means. Is that 100,000 visitors? Almost certainly
not, unless he is misusing the term hits and really meant to say visitors. Does
it mean 50,000 visitors? 10,000? Who knows?

Anyway, back to the story. If you put an ad on a site and pay for a month or
year, what do you get? That’s right, no one knows what you get. So a second
mechanism was developed — ads were sold by the ad impression. You would
pay for the ad to be displayed a particular number of times. Ads were typi-
cally sold in blocks of 1,000 impressions; they were priced by CPM.

CPM means cost per thousand (no, not per million; M is the Roman numeral

for 1,000). If you pay, say, a CPM of $35, that means your $35 buys you 1,000
ad “impressions” — the ad will be loaded into Web pages 1,000 times. Each

time an ad appears, it costs you 3.5 cents.

Hmm, still a few problems here. Just because your ad is loaded into a
browser 1,000 times doesn’t mean the people viewing the pages actually saw
the ad. What if the ad was “below the fold,” so far down the page that it
wasn’t visible without scrolling down? Sure, it was loaded into the page, and
if the visitor scrolled down he would see it. But if he didn’t scroll down, he
wouldn’t.

And so what if the ad was actually seen 1,000 times; will someone actually
click it? And if people do click, how often will they click? In general, not very
often, somewhere near 1percent of the time (and often way below that level).
And that’s where PPC comes in.

Understanding PPC: What It Is
and Why You Should Care

With PPC, you’re not paying for a promise, and you’re not paying to load an
ad onto a page. You're paying for an actual result, a click. With PPC, you don’t
pay if nobody sees your ad, and you don’t even pay if someone does see it
but doesn’t click. You pay only when someone clicks your ad. In the business,
people talk about buying clicks because that’s just what they (and you) are
doing. You're paying a PPC company each time someone clicks a link pointing
to your Web site.

11
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Now,  wouldn’t go so far as to say you're paying for a lead . . . you're not.
Some PPC companies have taken to referring to each click as a lead, but

dk $,t hype. (A lead in sales-talk is someone who has expressed an inter-

r product or service. No sales professional would regard the visitor,
at this click stage, as having expressed enough interest to have risen to the
level of being a sales lead.) Nonetheless, you are paying for a particular
action. Someone sees your ad, clicks the ad, and (in general) views your site.
Certainly, now and then, people won'’t arrive at your site — they may click
and then cancel before your page fully loads — but generally speaking, a click
is the same as a visit. It could be a very short visit, true, but it’s something a
bit more tangible than a placement or an impression.

Why isn’t a click the same as a lead? Compare Internet advertising with direct
mail. Imagine, for a moment, a direct-mail campaign that is intended to get
someone to call your company. You mail a letter, someone opens the letter,
reads the letter and, you hope, picks up the phone and calls you. When the
person calls, the person becomes a sales lead. Most people who open the
letter won’t call, though. So you can’t call the letter a lead, and you can’t call
someone opening the letter a lead. Displaying a PPC ad is the equivalent of
sending the letter; and a click on the PPC ad is the equivalent of having some-
one open your letter. It’s a step in the right direction, but it’s most certainly
not a lead.

PPC, 1-2-3

To make quite sure I'm explaining the concept of PPC adequately, let me just
take you through the process of how PPC works, step by step:

1. The advertiser joins a search engine’s PPC program and “loads” the
account with some money — say, $50 (though some companies’ PPC
budgets are in the hundreds of thousands, even millions, of dollars a
month).

2. The advertiser creates a small text ad (in some cases, PPC can include
images, but I describe the most common form here).

3. The advertiser specifies with which keywords the ad should be associated.

4. The advertiser specifies how much he’s willing to pay each time some-
one clicks on the ad.

5. Later, someone arrives at the search engine, enters one of the keywords
or keyword phrases specified, and clicks the Search button.

6. The search engine finds the matching ads and places them on the
results page.

7. If the searcher clicks the ad, he is taken to the advertiser’s Web site, and
the advertiser is charged for the click.
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a really bad reputation. Billions of dollars had been spent on banner
advertising, and most of it was wasted. Click-through rates — the proportion
of ads that are clicked upon — for banner ads were very low, and many
advertisers, perhaps most, spent more on the ads than they made on any
sales derived from them.

Banner ads had several problems:

v They were expensive. Although CPMs were typically $35-$50, because
only one ad impression in 200 resulted in a click, that often translated
into a price of $7-$10 per click.

v They had low click-through rates (the ratio of ad impression to actual
clicks on the ad), which made them expensive. People were sick of
seeing them, so they learned to just ignore them.

v Conversion rates were low. That is, only a small percentage of the
people who clicked a banner and arrived at a site actually bought
anything.

v They were in the wrong places. Ads were often placed in front of
people who simply wouldn’t be interested in the offer, which meant
people didn’t click them much.

Which brings me to another critically important characteristic of PPC ads as
opposed to the majority of banner ads — PPC ads are, often, placed in the
right place, while most banner ads were in the wrong place. As you discover
in this book, there are lots of different types of pay per click advertising, but
the concept really took off when it was incorporated into search engines, and
search engines’ results pages are the right place to put your ads.

The first big move in PPC search advertising was made by GoTo.com, a com-
pany founded by Bill Gross’ IdeaLab. (IdeaLab has had a huge effect on the
Internet, from eToys to CitySearch, NetZero to PETsMART.) In the summer of
1998 the company began selling ad “bids” on the GoTo search engine; you'll
learn more about bidding in a moment. The company changed its name to
Overture, went public, began a partnership with Yahoo! and late in 2003 was
purchased by Yahoo!. (Yahoo! is now in the process of re-branding Overture,
calling it Yahoo! Search Marketing.) By the way, in the early days this form of
advertising was often known as CPC — Cost Per Click (but I'll be sticking to
the form that’s more common these days, PPC, in this book).

Here’s the basic concept of PPC advertising: Rather than placing banner ads
on various destination and content Web sites, when you buy PPC ads, most

13
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are placed in search results. If you've searched on the major search engines —
Google and Yahoo!, and MSN — and most smaller search systems, too, you've

: small ads that appear above and alongside the search results. In
ro p O G earch results page contains two types of search result, as you can

see in Figure 1-2.
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As you can see in Figure 1-2, I searched on the term diving gear on Google; the
words I'm searching on — diving gear — are known as the search term, search
query, or search keywords.

Figure 1-2 shows what’s known as the search-results page; Google takes my
search term and returns information that it feels matches my search term
most closely. You see two types of results in this page. The main area of the
results contains organic search results. These are not ads; they are simply
pages that Google found in its vast index of the Web (over 8 billion pages at
the time of writing), pages that it thinks are the best matches for the search
keywords I entered. At the top, and along the side, are sponsored links. These
are the PPC ads.

P How do you get your pages to sit at the top of the organic search results?
This book is about PPC advertising; however you might want to read the
“partner” book to this volume, Search Engine Optimization For Dummies for
all the details on ranking well in the non-paid search results. (See www . Get
SEOBook . com.)
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\sq,p\L STye.  One major search engine sometimes mixes organic and sponsored results —
S Yahoo!. At the time of writing, Yahoo! is the only major search engine that has
D = kf ‘eed program, which you find out about in Chapter 14. In some
ro G Sat appear to be organic search results are actually trusted-feed PPC

ads, with no indication to the searcher that this is the case!

The power of search advertising

PPC ads on search engines are likely to be much more effective than banner
ads. Why?

v People are searching for something when they see your ad. Banner
ads are often placed onto what may be termed content sites, as opposed
to search sites. On content sites, people are looking at information,
rather than for information. In most cases, banner ads lead people away
from the task at hand; PPC ads are designed to help people with the task
at hand — looking for information.

v Ads are delivered based on what people search for, so there’s a very
good chance that if someone clicks your ad, he or she is interested in
what you’re selling or promoting.

v The ads are unobtrusive and not gimmicky. The major PPC systems
have guidelines to stop the use of tricks and gimmicks. Again, if some-
one clicks, he or she is probably interested.

All in all, PPC ads on search sites are generally more effective than banner
ads on non-search sites, in the same way that Yellow Pages ads are often
more effective than newspaper ads. When people see your ad for, say, a shoe
store in the Yellow Pages, chances are they’re looking for a shoe store. When
they see your shoe-store ad in a newspaper, they may just be reading the news.

Having said all that, it’s important to understand that sometimes PPC ads are
not placed in search results — they are sometimes placed on content sites
(that’s a choice made by the advertiser). You can see an example of a PPC ad
on a content site in Figure 1-3. (I'm going to use the term content match for
this type of ad, which is actually the term used by Yahoo! — other PPC sys-
tems use different terms. One common term you’ll hear is contextual advertis-
ing, though that term is a little ambiguous in some ways.) Right now, Google
is the big player in the content-match game, but other PPC systems also do it.
Google’s big in the content-match business because, through its AdSense pro-
gram, it makes it very easy for almost any site owner to run PPC ads on his or
her Web sites.
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Google AdSense PPC ads

It’s also important to understand that these types of ads are likely to be less
effective (and, therefore, more expensive from a results standpoint) than the
ads in search results. [ recommend that when you start your PPC advertising,
you turn off content-match ads (you'll see how in the chapters on Google and
Yahoo!) to increase your chances of success, or at the very least, track them
separately so you'll know the true picture (I cover tracking in Chapter 15); if
your PPC campaign is a total failure, you may find the content-match ads
pulling down the average while the regular search-match ads work okay. I
cover this in more detail later, in Chapter 13.

Oh, and there’s another reason to avoid content-match advertising; click
fraud, a subject you find out about in Chapter 17. Content-match ads are
prime targets for fraudulent clicking, so avoiding that form of advertising may
reduce your exposure.

By the way, there’s no reason that a PPC ad can’t be a “banner” ad. They can,
and sometimes are. But at present, most PPC ads are the small text ads I've
shown you here.

You pick your placement

Here’s another important PPC concept — you get to pick where your ads are
placed by associating your ads with various keywords.
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In the past, with banner ads, you would place ads on a specific Web site or
work with an ad network to place ads on a particular type of Web site. If you

D r O p B O @)ths paraphernalia, for instance, you would place your ads on sports-
jtes.

\NG/
Vg\“

With PPC, though, you can get much more targeted than this. Rather than
just placing an ad on a site related to sports, you can now display your ad to
someone who has clearly stated that she has some kind of interest in . . .
some keyword. When someone searches on nfl memorabilia, for instance,
your ad may appear. You get to state, in very specific terms, when your ad
appears.

More specifically, each ad you create can be combined with one or more key-
word search phrases. You might have 30 different ads with 30 different groups
of keywords. When a keyword in group one is typed into a search engine by a
searcher, the associated ad is displayed; when a keyword phrase from group
two is typed, the associated ad for that group is displayed, and so on.

Again, having said that, content-match ads are not quite as precise as regular
search-result ads. Remember, with content-match ads, nobody’s typing a
search phrase into the page; rather, the ads are simply displayed when a page
is opened in a browser. So the PPC systems try to match your chosen key-
words with the text in the Web page. Sometimes they do well; sometimes
they don’t. In general, PPC advertisers seem to agree: The PPC traffic you get
through content matches are not as good as the traffic from searches.

You bid for position

PPC ads vary greatly in price. On the major PPC systems, you’ll pay anywhere
from a minimum of 1 to 10 cents per click (Google’s and Yahoo!’s minimum
bids, respectively) to many dollars per click: $20, $50, $75, perhaps more. But
rather than negotiating with the company selling the ads, you compete with
other people who want to display ads at the same time you want to display
an ad.

Here’s an example: Imagine that you want to display an ad when someone
searches on the term mesothelioma at Yahoo! (Mesothelioma is a disease
caused by breathing in asbestos fibers.) You're not alone. Many other people
want their ads to appear at the same time. Of course, everyone wants his or
her ad to display at the top, so how does Yahoo! determine which goes first?
By how much each advertiser bids.

You can see a list of bids in Figure 1-4; these are bids on the Yahoo! Search
Marketing system for the term mesothelioma.

17
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On Yahoo!, the minimum bid is 10 cents per click, so the first advertiser to
select this keyword phrase selected 10 cents. Another advertiser may have
come in and tried to get a better position by placing a bid of 11 cents a click.
Then another might have tried to beat that position, with a bid of 12 cents,
and so on. So, with the most basic of bidding schemes, you see a bid struc-
ture like this:

Top Bidder 14 cents

#2 Bidder 13 cents

#3 Bidder 12 cents

#4 Bidder 11 cents

#5 Bidder 10 cents
Of course, bidding gets far more complicated than this. Bidders, as in any
kind of auction, try to beat the competition. Bidder #5, for instance, may be

determined to get the top spot, so he outbids the Top Bidder, as do #2 and
#3, perhaps. Prices rise until people stop trying to keep up with the top bids.
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In fact, the top bid for mesothelioma on Yahoo!, at the time of writing, was
$39.41 (as you can see in Figure 1-4). I've seen the price well over $50, though,

O‘l ’g)een told it went far higher than this at one point.

When you bid on a keyword, you're saying, “This is the maximum amount I'm
willing to pay when somebody clicks my ad.” If you bid $12, that means if
someone clicks on the ad, you may end up paying the PPC service $12. So
make sure a click is really worth $12!

A PPC bid is a little different from the normal auction-type bid, however.
While a bid in an auction is what you’ll pay if you have the top bid, a bid in
PPC advertising is what you're willing to pay, if necessary. But you generally
won’t pay more than one penny above the next lowest bid for the top posi-
tion. For instance, look at this situation:

Top Bidder  $20.00
#2 Bidder $12.00

In this case, the Top Bidder pays $12.01 per click, not $20. Bidding $20 allows
the Top Bidder to hold the top position. In order for #2 to take the top posi-
tion, he’ll have to bid at least $20.01, but then he will have to pay $20.01 per
click! But as long as Top Bidder is bidding more than anyone else, he pays
only a penny more per click then the second-highest bid.

This is the case in most major PPC systems these days. It wasn’t this way in
the early days, when you paid what you bid, but in order to encourage more
advertising and more bidding, the engines came up with this system in which
you place a maximum bid but pay only a penny above the guy below you.
However, some smaller PPC systems may still use the old system.

Google handles bidding a little differently. The top bidder does not necessar-
ily get the top spot. Rather, the bid is just one criterion, and ad position is
also dependent on how well the ad performs. Ads that get clicked often get a
“bonus” and may actually be displayed higher than ads that are being
charged more per click. (I discuss this in more detail in Chapter 9.)

Vou have total control
As you discover in this book, PPC systems provide a great deal of control over

how and when your ad is placed. You can control characteristics, such as these:
+ You can set the maximum you’re willing to pay for a click.

v You can specify the maximum you’re willing to spend on your ads each
day, week, or month.

v You decide which keyword or keywords “trigger” the ad — from a single
keyword to thousands of keywords.

19
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v You control the ad wording — you can change wording from minute to
minute if you really want to.

D ro p B O O&S}can associate different ads with different keywords or keyword
ps.

»* You can specify exactly how keywords work — if you select shoes, will
the ad appear if someone searches on shoe? What about shoes in
denver?

»* You can specify, to some degree, where the ad appears — will the ad
appear if the person searching is in Denver? In Chicago? In California? In
Germany?

The degree of control allows you to tweak your advertising campaign. As you
see in Chapter 15, you can track the effects of your ads — not only can you
see how much each click costs and how many people click an ad, you can
even see what people do when they come to your site. You can track how
many of the people who click the ad actually buy;, fill in an information-
request form, or take some other kind of action. Some ad texts may work
better than others. You can experiment by combining different keyword
choices with different ads. This information allows you to optimize your
advertising by pinpointing which keyword/ad pairs get you the best results.

Is Everyone Making Money with PPC?

Why use PPC if you're losing money?

As bizarre as it may seem, many PPC advertisers are losing money on their
ads. How can that be possible? The following are real quotes from real com-
panies using PPC, explaining why they use PPC despite the fact that the PPC
campaigns are losing money:

v “ know we’re losing money on PPC, but I'm under pressure to provide
leads.”

v “Well, we're not really sure if we’re making money on PPC or not.” (They
weren't.)

v “We experimented with PPC last Christmas . . . sure, we lost money, but
we’ll probably try again this Christmas, too.”
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v “It doesn’t really matter if we make money directly; this is ‘brand’ adver-
tising.” (I talk about brand advertising in Chapter 3. Suffice it to say that

D ro p B O O K)Sld advertising is often — perhaps usually — a good way to lose
ey.)

v “No, we're not making money right now, but we will just as soon as we
improve our conversions.” (The term conversions refers to the process
of converting visitors to customers, and the last time I spoke to these
guys, they were still a long way from fixing this problem.)

The fact is, despite the hype — to some degree because of the hype — many
people working with PPC are losing money doing so. Some are in the process
of finding out if PPC works for them and either will stop when the pain gets
too great or will experiment and figure out a way to make it work. Others
have a much higher pain threshold and are willing to lose large sums of
money because they're caught up in the hype and know that PPC must work,
if they can just figure out how! Or they really don’t care much either way; PPC
costs are just a small part of a large marketing budget.

Sometimes, spending money on PPC and taking a loss can make sense. PPC
can be used to test your site and to test keywords very quickly. You can turn
on a PPC campaign, watch for a day or two, and get a feel for how things are
going — what people do on your site, how well the site converts visitors to
buyers (see Chapter 5), the difference between people who had searched on
keyword A and keyword B, and so on. PPC can be used as a clearly measur-
able system for testing and improving what happens on your site and for
picking keywords (see Chapter 4).

Now, just because PPC hasn’t worked for you doesn’t mean you should stop
and never try again. But if you do try again, there has to be a good reason. As
a good friend, Joe Sabah, likes to say: “If you do what you've always done,
you’ll get what you’ve always gotten.” If PPC fails, you'd better figure out why
and do something to resolve the problem, rather than just banging your head
against the same wall (you find out more about making your PPC campaigns
more efficient throughout the book).

Reality is, PPC might work, and it might not. In Chapter 3 you’ll learn whether

or not it’s likely to work for you. But the ultimate test is, of course, to try it.
But be realistic, and test carefully.

Most advertising doesn’t work

Remember also that most advertising doesn’t make money. “I know half the
money | spend on advertising is wasted,” said Chicago department store
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owner John Wanamaker more than 100 years ago, “but I can never find out
which half.”

n adage in the advertising — wait, no, not in the advertising busi-
ness, because the adage is not exactly good for the business — that goes,
“most advertising doesn’t work.” I don’t remember who said it . . . oh, wait, it
was me.

Anyway, it’s true, and it’s worth understanding up front if you've never pur-
chased advertising before. If you have purchased advertising for a large busi-
ness, you may not believe this; many large business spend a fortune on
advertising that doesn’t work, because nobody has actually proven that it
doesn’t work. But having worked with small-business people over the last 15
years, I've learned that many small-biz people do understand this concept.

Here’s how we know most advertising doesn’t work . . . because if it did, busi-
ness would be easy! Need customers? Just advertise for them! Need some
more? Advertise some more. Most of the money you spend will make you
money, and the longer you do it, the better you do, as you eliminate the
minority of advertising that doesn’t work.

Reality is very different. Most advertising doesn’t work, so business is a battle,
and most businesses, business experts tell us, fail in the first few years.

So can you make money with PPC?

The answer to the above question depends on what you mean. If you mean
can one make money with PPC?, then the answer is, “Absolutely!” One can, if
one happens to have the right product, the right Web site, the right ad, and
the knowledge you find in this book.

If you mean can | make money with PPC?, the answer is a definite “Maybe!”
don’t know what you’re selling, what your Web site looks like, and whether

you can put together the right ad, so [ don’t know for sure. But some people
definitely are making money with PPC; perhaps you can, too.

I've worked with companies doing well with PPC, and with those doing badly.
If all the planets align, if you put all your ducks in a row, and if you figure out
any other folksy mottos that may apply, you can make money with PPC. But
as with every New Thing, there’s a lot of hype behind PPC. Just remember
that the PPC companies are in the business of selling PPC ads, not of selling
information about your chances of succeeding.
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Why Bother Using PPC?
D ro p B O G)Ksother with PPC? There are lots of ways to bring people to your Web

site, after all. Here are a number of reasons why PPC might be the way to go:

+ You’re reaching people when they’re looking for you. The search
engines are hugely popular, with more than half a billion searches every
day (perhaps much more)! These are great prospects for your business.

v It’s fast. While most marketing methods can take a long time to get
started, you can get a PPC campaign rolling very quickly, literally within
an hour or so.

v~ It’s a numbers game. It’s easy to measure success; count how much you
spend, and how many sales you made.

v It’s a great testing tool. As I mention earlier, even if you can’t make
money with PPC, it can be a useful way to test your site and test
keywords.

v~ It allows you to market products temporarily. Seasonal goods, prod-
ucts of which you have a small supply, and so on. Want to sell or pro-
mote a product around Christmas or Easter, have decided to discontinue
a product and want to get rid of it, or have a limited-time discount? PPC
could help.

v It’s a good brand advertising tool . . . oh, wait a minute. No, it’s not! At
least, not for most companies. Many writers and PPC pundits promote
PPC as a great brand advertising tool. In Chapter 3, I explain why it gen-
erally isn’t.

If you use only PPC to market your product or service, you're probably
making a mistake. But PPC is often a very good first choice.

Let’s compare with search-engine optimization, the practice of “optimizing”
pages and links to make your Web pages rank well in the search engines.
Search-engine optimization is complex — there’s a [of to learn. The work you
have to do can sometimes be quite difficult. And it can be very time consum-
ing, both in terms of time invested and the time you’ll have to wait for results.
While it’s sometimes possible to see results in days, more commonly it can
take weeks or months. (Did I mention my other book, Search Engine
Optimization For Dummies?)

On the other hand, PPC is quick and easy. When you know what you’re doing,
you can begin a PPC campaign in an hour or so.
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P Many people use PPC to get things rolling. While they plan to use other forms
of online marketing, they can use PPC to begin bringing people to their sites
D ifhy inutes of the site launch and start making sales and testing their
ro Gt REPt away. PPC allows you to turn on a campaign immediately, and turn
it off as soon as you're finished with it.

Placing Eqgs in Several Baskets

PPC is just one weapon in your marketing arsenal, just one wrench in the tool
chest. You may discover that it’s incredibly important, a business builder;
but don’t get tunnel vision and think PPC is the only way to go. You may find
PPC is useful, but not enough. Or you may find that it’s simply not viable for
your business. Either way, don’t focus on only PPC.

Even if PPC works wonderfully for you, there are two very good reasons for
trying other forms of marketing, too:

v~ If there are other forms of online marketing that can make you money,
why leave money on the table?

v Just because PPC works for you today, doesn’t mean it will work
tomorrow.

[ think it’s important to remember the second of these. There are a limited
number of ads that can be placed, and two important trends at play:

1. The increase in the number of people using the Internet — and, thus,
searching at the major search engines — is slowing down.

2. The increase in the number of businesses using PPC is ramping up.

Pay Per Click fees have been increasing, as PPC becomes more popular. Most
businesses — the vast majority — not only haven’t used PPC, they don’t even
know what it is. Certainly the PPC companies are constantly looking for more
places to put their ads, but it seems likely to me that as more people learn
about PPC, and more get online and use them, the more expensive the clicks
are likely to get.

In fact even without an overall upward trend, your business could be hurt if
competitors move in on your space. Here’s an example (a proverbial “off the
top of my head” example). Let’s say you sell books about, um, rodent racing.
Right now you could buy clicks very cheaply. It’s hard to believe, but you can
place an ad on Yahoo! when someone searches for rodent racing and pay only
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10 cents a click! As strange as it sounds, nobody . . . not a single company, is
currently bidding on that term.

&magine that you are placing ads whenever someone searches on the
term rodent racing, and making a tidy little sum. But then, a series of nasty
accidents during high-profile rodent races lead to a sudden interest in insur-
ance for racing rodents (and their jockeys). Major insurance companies real-
ize that there are huge profits to be made . . . and start bidding on PPC ads.
Rates go up, 50 cents, a dollar, five dollars. And now, you're out of business,
because the click rates are so high you just can’t buy them.

Many companies think that when they advertise through PPC, they are com-
peting with, well, their competitors. But they’re not, they’re competing for ad
space with other companies that are interested in the keywords. Look at
Figure 1-5. [ searched for the term campground, and five ads appeared.

A O 3 . T
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Web Images Groups DNews Froogle Local morew 1=
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Web
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i reserveamerica.coms - 38k - Jul 4, 2005 - Cached - Similar pages

Camping and Campgrounds - KOA Kampgrounds of America, Inc
Carmping - KOA Campgrounds of Ametica Directory - view our onling campground
directary to plan a camping vacation at one of our full-service campgrounds and ...

Camping and Campground Reservation Site

Camping at USDA Forest Senvice and US Army Corps of Engineers outdoor recreation
facilities and activities. Reserve a carmpsite, cabin and group facility ...

W, reserveusa.com/ - 38k - Jul 4, 2005 - Cached - Similar pages

Woodall's Camping & RVing in the Great Outdoors!
‘Waoodall's is your resource far everything camping/ring
wearw, woodalls.com/ - 30k - Jul 4, 2005 - Cached - Similar pages

Woodall's Camping & RVing inthe Great Outdoors!
«. and government-owned park listings frorn Waodall's Campground Directory. ...
refer to Wondall's Campground Directory, available at your local RY ...

RV Park/Camparound Director

Results 1 - 100 of about 3,110,000 far campground. (0.33 seconds)

Sponsored Links
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Discount items related to
Campground.
eBay.com

Campground Locations

Find Campgrounds for Your Next Trip
Directions, Address & Contact Infa
MapQuest. com

Camping Holidays UK

Find Camping holiday sites & parks.
Great choice & prices, book online
woww. cheap-prices. co.ukicampingsites

Carmping In Yaur BY?

Save On Owernight Carnping At Over
1500 Parks In US & Canada.
GoodSamClub.com
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The PPC ads are not directly competing with each other, as you can see

below.

v Camping.com — make campground reservations and buy camping gear

v eBay.com — auctions of camping gear

v MapQuest.com — maps
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v Cheap-Prices.co.uk — a British “affiliate” site with links to vacation
services

D ro p B O Ok dSamClub.com — the world’s largest RV owner’s association

Not one of these sites directly competes with another. Now, the rodent-racing
example earlier is rather unlikely — rodent racing is, in fact, a very safe sport —
but this sort of thing does happen. If you're selling a $25 book, you simply
can’t afford to pay as much in click costs as a company selling, say, insurance
policies or mortgages worth thousands of dollars over the life of the policy.
Yet you may want to advertise under the same keywords.

Oh well, that’s life. You have several choices:

v Find keywords that the “big boys” aren’t targeting
v Find PPC systems that the big boys aren’t using
v Move on! PPC won’t work for you

So, let’s move on. We've talked enough in generalities, let’s look at the differ-
ent places you can advertise using the PPC model.
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In This Chapter
The Tier-1, -2, and -3 PPC systems

Using geo-targeting and contextual systems

Paying for clicks from “natural” search results
Getting clicks on the shopping sites
The new PPC systems — Pay Per Call and Pay Per Action

A s I mention in the previous chapter, there’s more than one form of PPC
ad. There are quite a few, and more types enter the market all the time.
In this chapter you take a quick look at where and how you can employ PPC
advertising.

The Big Two PPC Search Engines

At the time of writing, the vast majority of all PPC advertising goes through
just two large, tier-1 PPC systems, owned by the two most important search
companies:

v Google AdWords: http: //AdWords .Google.com

v Yahoo! Search Marketing: http: //SearchMarketing.Yahoo.com

For now, there are two big systems. By the time you read this, there may be
three. Microsoft is launching its MSN AdCenter advertising system. Within
that overall system, Microsoft will have its own PPC service, MSN Keywords.

Microsoft owns some of the world’s most popular Web sites. While Yahoo! is
the world’s most popular site, the number 2, number 3, and number 6 most
popular sites are owned by Microsoft (the ranks shown below are provided
by Alexa, an Amazon-owned company — www.Alexa .com):
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v Number 2: MSN.com

Number 3: Passport.net

DropB00kS: s wion

\\J

Actually, until recently, this list was larger, but Microsoft has merged various
sites; the domain Hotmail . com, for instance, now points to Passport.net, so
it isn’t measured as a separate (but incredibly popular) site. In any case, my

point is that Microsoft’s sites get a huge amount of traffic.

Microsoft has a search engine, with its home on the MSN.com Web site, and
Microsoft.com and Passport.net both use this system. This search engine has
PPC ads, of course — it’s big business, too big for Microsoft to ignore. But at
the time of writing, the PPC ads are provided by Yahoo!’s Search Marketing
PPC system.

That’s all changing. Early in 2005, MSN announced that it was building its own
PPC system (which was hard to hide, anyway, as people throughout the PPC
business were getting calls from headhunters wanting to hire them to work for
Microsoft). In the summer of 2005, MSN went live with its own PPC system —
AdCenter — in France and Singapore. In the fall of 2005 it also launched an
“invitation-only” service within the United States, open to large advertisers,
and started mixing its own PPC ads in with the ones coming from Yahoo!.
Microsoft, today, owns one of the world’s three largest search systems. The
change is that it will be running its own ads, not someone else’s, on its search-
results pages.

However, in the summer of 2005 Microsoft announced that it was renewing its
PPC partnership with Yahoo! and signed another contract taking it through to
June 2006. So it’s close to 100 percent certain that by June 2006, MSN will be
running its own PPC system, with full access for all advertisers.

If you want to see if MSN’s system is fully open for business yet, visit this
page: http://advertising.msn.com/msnadcenter/.

So there you go, two big PPC systems, based on the Google, Yahoo!, and a
third on the way, MSN. And the vast majority of PPC ad placements and clicks
go through those systems.

By the way, all PPC systems are not equal. You may find that you do very well
on Google but just can’t get PPC to work on Yahoo! — or vice versa. In fact,
that’s exactly the case for one company I recently spoke with. They’ve given
up working with Yahoo! because, although they can buy clicks, they just don’t
seem to “convert” for them — that is, the visitors coming to them from
Yahoo! are less likely to buy from them. This may be a function of the type of
products the company sells. The company believes that its prospects (the
people who could be persuaded to buy from them) are more likely to use
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Google than Yahoo!, and this may well be the case (the company targets com-
puter server administrators). So bear in mind that although the two major

t (three major systems soon) have a number of similarities, the traffic
ro p O @ om the different PPC sites won’t necessarily convert equally.

Who Feeds Whom?

|
Figure 2-1:
The two ads
at the top of
A9.com’s
search
results
come from
Google.
|

If PPC ads placed with the major systems were placed only on the major sys-
tems’ Web sites, that would result in many millions of ad impressions. But, in
fact, the big systems feed other systems. That is, ads placed with Google and
Yahoo! do not appear only on Google.com and Yahoo.com. (I'll ignore MSN for
the moment.) Rather, the major systems sign agreements with many other
sites, to feed PPC ads and share revenues from the ads.

For instance, imagine that you place ads on Google and decide to use only
search placement (that is, you're not using content-match ads that appear on
non-search sites, as I discuss a little later in this chapter). Your ads will
appear on Google.com, of course. But they’ll also appear on AOL.com,
Earthlink.com, Netscape.com, AskJeeves.com, Amazon.com/A9.com (see
Figure 2-1), Shopping.com, and many more.

These PPC ads are delivered by Google
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|
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T Hide Column Choices
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[ Movies [ wikipedia O] vour Histary [ vour Diary ] vour Bookmarks
[[] | Mare Choices.. »
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Free Shipping on Shoes
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- NORDETROM A rsary Sale now-7{31 Save on new-forfall shoe styles,
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Or perhaps you use Yahoo! Search Marketing, also using only search place-
ment. Your ads appear not only in Yahoo!’s search results, but also in MSN’s

thesime of writing; as I mention before, by the time you read this, MSN
ro p O i t(g?unning its own PPC system). They will also appear on

Altavista.com, InfoSpace.com, CNN.com, and various other sites.

Second-Tier PPC Systems

There are, however, other PPC systems, the systems I like to think of as the
“second tier.” They’re in no way comparable to the major three “first-tier”
systems — they’re far smaller and almost unheard of. Everyone’s heard of
Google, Yahoo!, and Microsoft, but who’s heard of Kanoodle, SearchFeed, or
myGeek? Regardless of their size, they are still important players in the busi-
ness, and they may be important to you. Two good reasons to investigate
using the smaller PPC systems are

v Price: Clicks from these second-tier systems are often much cheaper,
especially if you're chasing expensive terms. A keyword that requires,
say, a $10 bid for a first-place position in Overture or Google may cost
only 5 or 10 cents on one of these smaller systems.

v Volume: Perhaps you're maxed out on the big systems; you're doing
well, buying all the clicks you can, and making money. But you want
more clicks! The second-tier systems may be able to provide them.

The following are the sites I think of as second-tier. This is rather a subjective

category, so I'm sure that some people might pull up other systems from the

third tier and into the second. They're listed in alphabetical order, not by size:
v 7Search.com (www.7search.com)

v Allnteractive (AskJeeves, iWon, Excite, and MaxOnline,
www .AJInteractive.com)

v BlowSearch (http://blowsearch.com)

v Brainfox (http://brainfox.com)

v Enhance Interactive (www . enhance. com, formerly Ah-Ha.com)
v ePilot (http://epilot.com)

v goClick.com (www.goclick.com)

v Kanoodle (www . kanoodle. com)

v LookSmart (http://search.looksmart.com)

v Lycos InSite AdBuyer (Lycos, HotBot, AngelFire, and so on; http://
insite.lycos.com/adbuyer/overview.asp)
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v MIVA (www .miva.com, formerly FindWhat.com and eSpotting)

Mamma (www . mamma . com)

eek (www.mygeek . com)

1 Search123 (www.searchl23.com)
v Searchfeed.com (www.searchfeed. com)
v Snap (www . Snap . com)
The huge advantage of the second-tier systems is that the traffic you get from
them is likely to cost far less than traffic from the major systems; the clicks
are very cheap, and this is definitely their main competitive advantage. In

Figure 2-2, you can see an example of a table provided by Brainfox comparing
clicks purchased from them with clicks purchased from a “Tier-1” system.

&1 hitp:/www.brainfox.com - The Value of Brainfox Se...=] &

Keyword = "Printer Cartridges™ BrainFox Tier1

CPC for #1 Pasition

Keyword Searches
Average clckAh rate*
Click-throughs.
Cost for Click-throug hs

huerage Conversion (click 1o saéa)”
Sales (# of Orders)
Average revenue per order”
Total Revenue

Cost per arder
Profit (loss) per ordet

Total Prafit (loss)

* Specific fo each advertiser and based an the search channel
CPC at a specific point in Ume,

‘2| Done

@ Internet

The huge problem with such systems is that they generate far lower levels of
traffic — you generally won’t be able to buy as many clicks. So when you
figure the cost of managing these programs into your return-on-investment
(RO calculations, you may find that they are not quite so profitable. (A
common complaint among companies who have tried them is “we just couldn’t
get any traffic out of them.”)

Furthermore, the quality of traffic from the second-tier search engines is
often low — it often doesn’t convert as well as traffic from the first-tier sys-
tems. Despite low conversions, because the clicks are so cheap, second-tier
systems can often still provide a better ROL

31
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A\

If the second-tier services provide much lower click prices, shouldn’t you start
there? Probably not. Because volumes are so low, it’s often difficult to evaluate

D r O G PPC campaign is going to work using the smaller systems. With the

rRO)es, you can get things rolling, find out if it works, and then expand to
the smaller ones. And even if it doesn’t work with the bigger systems —
because click prices are too high — you should have enough information to
evaluate whether you could make PPC work with lower click prices, so you’ll
know if it’s worth trying the smaller systems.

Making the second-tier systems work isn’t always easy, but it’s possible in
some cases. [ discuss, in Chapter 11, how to ensure that you have the best
chance of a successful tier-two campaign.

By the way, I didn’t include a number of other second-tier PPC systems
because they seem to be in a category of their own: the content-match and
contextual advertising systems, such as Quigo and adMarketPlace, which I
look at a little later in this chapter.

Third-Tier Search Engines

A\

There are many, many more PPC systems — literally hundreds of small PPC
systems. Some are specialized systems that may be worth working with if
your site matches their specialty. Unfortunately, many are scams, or nearly
so, making money by getting people to sign up and pay a setup fee but never
delivering much traffic, if any.

In general, these third-tier systems are not worth working with, except in a
couple of circumstances:

» You can find a specialty PPC system that targets exactly the people
you're after.

»* You can work with a broker who works with a variety of smaller systems,
“aggregating” clicks; you pay the company a set fee for each click, and
that company figures out how to get them to you.

In most cases, avoid these systems. You'll quite likely spend more in terms of
time — setting up and managing the programs — and setup fees than you're
likely to benefit from the cheap clicks. Perhaps you can find a specialty
system that targets just the people you need to reach. But most people find
the third-tier systems to be more trouble than they’re worth.

Want to see some of these systems? Use one of the PPC directories, such as
PPC-Directory.com or PayPerClickSearchEngines.com, both of which list hun-
dreds of systems.
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Geo-targeting

DropBo

O ting is an extension of regular PPC. It’s simply a way to target audi-
ences more closely, geographically. Not only do you specify which keywords
you want to trigger your ads, but you also specify where you want the ads
placed. For instance, you may want your ad to display when someone types
the word shoes into the search engine, if that person is in Springfield, Illinois,
but not if the searcher is in Springfield, Missouri.

Clearly, geo-targeting is an important development because it makes PPC
advertising useful to far more people. Now, not only can people who sell
shoes online buy clicks based on the keyword shoe, but people who sell
shoes in a particular city might consider bidding on the term, too. You dis-
cover more about this in Chapter 12.

Content-Match or Contextual PPC

As I mention in Chapter 1, PPC is generally thought of as a search engine
advertising tool; ads are seen by people searching for something.

Naturally, the search engine companies have only a limited “inventory” of ad
space. They can’t display more ads than fit on the search-results pages gener-
ated by searchers. Of course, they can try jamming more and more ads onto
a page, but eventually such a tactic is self-defeating: The search engine risks
losing customers, both searchers and advertisers.

If search engine companies want to grow their revenues, what can they do?
They can feed ads to other search engines, of course, and the major systems
do just that, as [ explain earlier in this chapter. But they can also feed ads to
non-search sites. The major systems do this, too. In particular, Google has
managed to spread billions of PPC ads throughout the Internet through its
AdSense program (which I discuss in Chapter 18). These ads are sometimes
known as contextual or content-match ads, using Yahoo!’s terminology; contex-
tual because they are placed according to the context of the Web page in
which they are being placed, and content-match because they are matched up
with “content” Web sites as opposed to search sites.

They work like this. A Web site signs up to join the program and puts a little
bit of code on the pages in which the ads are going to be placed. This code is
a “call” — it calls the PPC service asking for an ad. In other words, when you
go to a Web site and open a page that contains one of these little codes, the
code sends a message to the PPC service and asks for an ad, or maybe sev-
eral ads, to place on the page.

33
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The PPC service examines the page on which the ad will be placed and sends
what it thinks is an appropriate ad, based on the keywords chosen by the

, from companies in some way related to vacations in Greece. The

D r O p B O G(ik iscr. So if the page is related to, say, traveling to Greece, the ads are,
f

|
Figure 2-3:
Four Google
AdSense
ads dropped
into a travel
Web site.

trick behind these ads is figuring out what a page is all about — which the
PPC service does by reading all the text on the page — and then placing ads
related to that subject onto the page, so when you’re reading about Greece,
you see Greece-related ads. You can see an example of this in action in Fig-
ure 2-3, in which Google has placed ads from travel companies onto a page
containing a forum message about vacationing in the Greek islands.
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First-tier content-match systems

The major PPC systems let you decide where you will run your ads: either in
the search engines or in both the search engines and the content sites. I rec-
ommend that when you begin your program, you advertise only on the search
engine results pages, not the content pages. Or, at least, watch both carefully.
(You can see in your reports the results of both forms of placement.)
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The problem is that content-match ads are likely to be less effective than
search-results ads for a couple of reasons:

D ro p B O OkV@n placing ads on search-results pages, the search engine has to

match the keywords specified by an advertiser to the keywords entered
by the searcher, an easy task. A search engine has a harder time looking
at a page and figuring out which keywords best match it, so the ads
being placed are often not very well-matched with the page content.

v Even if the ad is well-matched, the tendency to buy might not be as
strong. When people are searching, they’re looking for something —
often looking for a product. When they are reading a content page, they
may not be looking for anything in particular beyond information.

That doesn’t necessarily mean you can’t successfully use content-match ads.
You might find that the numbers work well enough to allow you to use both
forms, even if the ROI on the content-match ads is lower — after all, a return
on your investment is still a return, even if it isn’t as high as you had hoped.
But it does mean that content-match should be approached with caution, par-
ticularly when starting out.

Second-tier content-mach systems

There’s a new category of second-tier PPC systems: companies that focus on
content-match advertising. The second-tier systems | mention earlier in this
chapter grew up in the search engine phase of PPC ads, and their main focus
is placing PPC ads into search results. However, a number of companies focus
on placing ads into content sites rather than search sites.

For instance Quigo (http://quigo.com/adsonarexchange.htm) places ads
on many well-known sites, such as Cars.com, USAToday.com, Discovery.com,
Newsday.com, HomeStore.com, and theKnot.com (see Figure 2-4). This com-
pany is perhaps the largest well-known independent with the broadest reach in
content-match, so it’s one worth considering if you want to play in these waters.

Another system, adMarketPlace (www.adMarketPlace.net), manages
eBay’s keywords system, but it also has a non-eBay network of sites on which
advertisers can place PPC ads. adMarketPlace’s main thrust is the creation of
image-based PPC ads rather than text ads. It’s hard to tell right now where its
ads are placed, though — adMarketPlace is definitely proud of the eBay con-
nection but says nothing about any other sites.
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Underlined Words

Here’s an up-and-coming system you may have seen here and there: Vibrant
Media’s IntelliTXT system (www.vibrantmedia.com). IntelliTXT is a form of
content-match PPC — the ads are placed on content sites (currently “hun-
dreds of sites and millions of pages”), not search sites. And the ads are pop-
up ads. Here’s what [ mean: If you look in Figure 2-5, you’ll notice a number of
doubly underlined words. If you were to point at one of the words, an ad
would open (see Figure 2-6). Clicking the word opens another Web browser
window with the advertiser’s site displayed.

These ads do get clicked; one company | know that runs these ads, along
with Google AdSense ads, told me that it was actually making more money
from the advertising commissions from the IntelliTXT ads than from the
AdSense ads. But if you're an advertiser, that doesn’t necessarily mean it’s a
good deal for you. Remember that these are also content-match ads, and so
are likely to have a lower ROI than search-results ads. Still, many major com-
panies have been using these, from IBM to Gateway, Sun to Microsoft. Here’s
how, from the advertiser’s perspective, this works. You provide an Excel
spreadsheet file containing the following:

v The keywords you want to match with your ad
v The text that will appear in the pop-up ad
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v A “visible” URL, generally the domain of the site being pointed to
he actual URL — the URL pointing to the page that the prospect lands

D o p B OOT(T hen he clicks the ad
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Figure 2-6:
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IntelliTXT looks through the Web sites it works with, finds good matches for
your keywords, and places the double-underline under words in the pages.

[ recently ran across a similar system, DynamiContext, from Kontera (www.
kontera.com). This company provides two types of content-match ads: text
ads displayed alongside the page content and underlined text with pop-up
ads similar to IntelliTXT. (With this system, the double-underline uses one
solid line and one dotted line.)
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Paid Inclusion
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\ y recommend against paid inclusion for the vast majority of cases.
It’s a very expensive way to get pages into a search engine, but with no guar-
antees. Still, here’s how it works:

You provide a search engine with a list of URLs pointing to pages on your site
and pay an annual fee, per page, to have the search engine index your site’s
pages. The search engine will also come back frequently, every day or so, and
reindex the pages.

Paid-inclusion services are expensive. Yahoo! charges $49 for the first URL,
$29 for URLs 2 through 10, and $10 for each subsequent page. This can be
extremely expensive . . . you do the math! And in most cases, it’s simply not
necessary because you can get the search engines to index your pages auto-
matically for free.

I've included paid inclusion in a discussion of PPC because, although in most
cases, paid inclusion is not actually a PPC system — there’s a submission
charge, but no click charge — the most important paid-inclusion system is a
PPC system. Yahoo!’s Search Submit Express (formerly Site Match Self Serve)
program charges you to place your pages into the index and charges each
time someone clicks a link to your site. In effect, paid inclusion — and trusted
feeds, which we’ll look at next — are methods by which you pay for clicks
coming from a search engine’s natural search results. (That is, the search
results that are not paid ads.)

[ have some real problems with paid inclusion; I'll discuss this in more detail
in Chapter 14.

Trusted Feeds

Trusted feeds can be an effective way to get cheap traffic to your Web site . . .
but will they still be around after the Federal Trade Commission understands
what they are? In a trusted feed program, a company “feeds” data to a search
engine . . . at present, to Yahoo!, the only company currently running a
trusted-feed program — Search Submit Pro (formerly Site Match Xchange).

Essentially, trusted feeds work like this: You create some kind of “datafeed”
text that contains information about pages on your Web site. If you have, for
example, 1,000 product pages on your site (about the minimum required for
the program), the datafeed text contains information about 1,000 pages —
the URL of each page and keywords related to each page.

This information is then searched when Yahoo! searches its organic search
results; a link to your page may appear mixed in with the organic — that is,
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non-paid — search results on the Yahoo! site, with no indication to the searcher
that the entry is “sponsored.” You pay if someone clicks the link, though.

Q& $this system in more detail in Chapter 14. For now, let me just say

that trusted feeds can definitely be an effective advertising tool, but that
there are some questions as to its legitimacy (is it right to mix paid ads with
what appear to be non-paid search results) . . . though I guess that’s Yahoo!’s
problem, not yours.

Shopping Directories

|
Figure 2-7:
When you
click a link
at Yahoo!
Shopping,
the
merchant is
charged a
click fee.
|

Another way to buy clicks is through the shopping directories and price-
comparison services. Some of these are actually free — most notably Google’s
service, Froogle (www . froogle.com). But most charge by the click, and some
have a bidding system very similar to the normal search-engine PPC model.

Yahoo! Shopping (Figure 2-7) is one of the best-known of these services. In
order to enter information about your Web site into the Yahoo! Shopping
directory, you join Yahoo!’s Shopping Submit program. Various other directo-
ries channel traffic to your site in exchange for a click fee, too. PriceGrabber,
PriceWatch, NexTag, and PriceSCAN charge a flat click fee, while BizRate and
Shopping.com charge a click fee that depends on bidding for position. I get
into the shopping directories in Chapter 14.
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eBay Keywords
D ro p B O GIK@’S getting into the PPC game, including eBay. If you sell on eBay

(and millions of people do), you can place PPC ads throughout the site
(see www . ebaykeywords . com). As you can see in Figure 2-8, eBay has both
image and text PPC ads.

All three ads here are PPC ads
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eBay has three types of ads:

v A 120-x-60-pixel text box, shown to the right of the large banner in
Figure 2-8

v A 468-x-60-pixel image banner at the top left of the search results

v A larger text box that is sometimes placed to the left of search results

Note, by the way, that eBay’s keywords are mainly intended to generate traf-
fic for eBay stores and listings, not for independent Web sites. However, at
present, most of the large banners are placed by eBay itself, promoting the
eBay credit card for instance, which suggests that they’re not selling all their
ad inventory. When you do find a non-eBay banner, it may point out of the
eBay system, so evidently, now and then, eBay is willing to point out of the
system.
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G ’Sother great way for the PPC companies to expand the PPC market:
Find a way to sell “actions” to people who don’t even have a Web site or who
are not trying to drive traffic to a Web site. The latest and greatest move in
PPC is, um, PPC: Pay Per Call.

With Pay Per Call, Internet advertising meets low-cost telecommunications.
The basic principle is that instead of getting people to click a link that takes
them to your Web site, your ad encourages people to call you. In order to
measure calls, of course, you need a dedicated phone line; all calls arriving
on that line are assumed to be derived from the advertising campaign.
Thanks to the drop in phone-service charges over the last few years (does
anyone remember how expensive long-distance was in 1991?!), you can play
games like this fairly cheaply — setting up a phone number for a particular
ad is not an expensive proposition anymore.

Actually, this service has been around for a few years in the paper world; var-
ious Yellow Pages companies have sold ads linked to a particular phone
number for some time. But it’s just taking off in the online world, which, of
course, will help to boost click prices some more. Now, not only are you com-
peting against every other Web site that likes your keywords, you're also
competing against brick-and-mortar businesses that just want their phone
numbers advertised on the Internet. Several companies have Pay Per Call ser-
vices, including Miva, Ingenio, and Free411.com (see Figure 2-9).
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PPA — The Next Wave?
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G &r 1, [ explain the problems with earlier forms of advertising: that

advertisers were paying for the display of an ad — an ad impression — and
not for any kind of action. Pay Per Click was an improvement because adver-
tisers now paid for some kind of action, an actual click.

However, even this isn’t perfect. A click isn’t a sale, after all. And the PPC
model introduces a huge new problem, click fraud (which I look at in Chap-
ter 17). The basic PPC model encourages fraud, in fact, and fraud is now a
huge problem.

So what’s the next step? PPA — Pay Per Action, also known as CPA, Cost Per
Action. This new system is being introduced by the same group that brought
us Pay Per Click in the first place: Bill Gross’s Idealab. In July 2005, Snap.
com, an Idealab startup, announced a plan to provide “irrefutable ROI to
advertisers.” How? This is how Snap.com explains it:

Snap.com offers advertisers the ability to pay for their desired business
results, including sales, downloads, leads, subscriptions, or other actions
important to the advertiser. With traditional Pay-Per-Click, advertisers
pay the search engine whether or not a click leads to revenue. Snap’s
Cost-Per-Action (‘CPA”) system offers advertisers the ability to pay when
a customer completes an action tied to revenue, eliminating this risk.
Snap.com’s CPA model eliminates the risk of click-fraud for the advertiser,
a widely acknowledged problem in the industry.

[ couldn’t have said it better, which is why [ quoted Snap.com verbatim (that
and the fact that I've written a lot of books and I've begun to think [ may be
running out of words).

It’s Not Just Google and Vahoo!

If this chapter has taught you anything, it’s that PPC is not just about Google
and Yahoo! (and, soon, MSN). You can use any number of other channels and
other PPC methods that may work for you. If you're making money on Google
or Yahoo!, why not experiment with some of the other channels. And if you're
not making money with Google or Yahoo!, you may want to experiment with
these other systems because they provide cheaper clicks.
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In This Chapter

Understanding basic metrics

Calculating gross profit and breakeven costs

Figuring out ROI

Understanding deferred actions, lifetime value, and branding

Figuring out what’s under your control

Slrprisingly few companies spend much time, before beginning a PPC
campaign, thinking about the primary purpose for the campaign —
making money. And even after the PPC campaign has begun, many (most?)
companies don’t really track the numbers very well. This may come as a sur-
prise to you, but my work in this field convinces me that it’s so.

Just last week,  was talking to a company that spends $100,000 a year on
clicks but admits that it isn’t really tracking the effect of the clicks very well.
The company can’t tell you for sure how much money it’s making from the
purchased clicks and certainly can’t tell you which keywords perform better
than others — that is, which keywords drive traffic to its site result in more
sales and which result in fewer. The company’s pretty sure it’s making money
from PPC . . . it just doesn’t know the details.

This chapter is not actually about tracking; I talk about tracking in Chapter 15.
Rather, in this chapter, you find out about ROI — return on investment — and
associated terms and concepts. This chapter gives you the foundation for
understanding how PPC campaigns work, which is necessary for using the
tracking data I discuss later.
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What is the basic idea behind PPC?

1. A PPC company presents your ads to people that are, hopefully, poten-
tial clients.

2. Some of those people click your ad, and you pay the PPC company for
the click.

3. Some of the people who visit your site carry out some kind of desired
action (desired on your part, that is). They buy from you, request more
information, pick up a phone and call you, contact you via e-mail, or
whatever.

One typically thinks of PPC as leading to sales, but that’s not always the case,
at least not directly. You want the PPC campaign to lead to some kind of
action that is beneficial to your business, which may be an immediate sale
but may be some other kind of action.

Now, this is all very well, but the devil, as they say, is in the details. A PPC
campaign is not a success just because it achieves the above stated goal —
buying clicks and converting them to a desired action. It’s only successful if
the cost of the desired action is reasonable and affordable.

Imagine you spend $2 for every click, and out of every 50 people who come
to your site, 1 buys from you. That means the sale cost you $100. Is that a
success? If, like one of my clients, you're selling a piece of equipment with an
average price of $50,000, yes, that’s successful. But if you're selling a $20
book, you just lost a lot of money.

So you have to understand the details. You have to understand costs and
benefits. The following are a few basic terms and concepts related to how
well a PPC campaign performs. (I connect the dots in a few moments.)

v Conversion: The process of changing a person from one state to another.
You're primarily concerned with two processes: changing someone from a
person viewing an ad into a person clicking the ad, and changing the
person clicking the ad into a person carrying out the desired action.
(There may be other conversions down the road. If the desired action is to
provide you with lead information, then the person providing the informa-
tion is a “prospect,” and at some point you want to convert the prospect
into a buyer.)
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v Conversion Ratio: A measure of how well you “convert” someone. If one
person out of 100 clicks your ad, you have a 1 percent conversion ratio.
e visitor to your site out of 200 buys from you, you have a 1:200, or
D ro p B O O Ogercent, conversion ratio. This number is critical;, without knowing
your conversion ratios, you can’t figure out whether you're winning or
losing the PPC game.

v Cost Per Action: How much it costs to get someone to carry out a par-
ticular action, such as filling in a lead form or making a purchase. For
instance, if your average click price is 60 cents, and you need 100 clicks
for every action, then your cost per action is $60.

1 Cost Per Sale: If your action is actually a sale, the Cost Per Action is, of
course, the same as the Cost Per Sale. If you're just gathering lead infor-
mation, then there will be other calculations involved before you can
ever get to the cost per sale — how much does it cost to convert your
leads into sales?  won’t consider these subsequent issues in this book; I
take you up to the desired action on your Web site.

v Breakeven Cost Per Sale/Per Action: This is the maximum amount you
can pay for a particular action, or a sale, without losing money. You
don’t want to spend this, of course, but you know that if you go above
this number, you're losing money, and if you go below it, you're making
money.

v Click Value: How much a click is worth to you — not how much you’re
paying for the click, but how much it would be worth paying. You may
be paying way more than the click is really worth, or, if you're lucky, far
less than you’d be willing to pay.

v Breakeven Click Value: Actually, how much a click is worth to you is really
arange. A better way to think of click value is considering breakeven click
value — the maximum you’d be willing to pay for a click. In other words, if
you spend this sum on a click, you haven’t made money, but you haven’t
lost money;, either. Any more is too much (because you'll actually lose
money) and any less is profitable; though again, you want to pay as little as
possible for a click. Note that click values actually vary between systems,
depending on conversion rates. And even within the same system, click
values can vary between ads and between keywords. Clicks that convert
more readily are worth more than clicks that don’t convert so well.

+* Return on Investment (ROD): This is the amount of money you make
after investing in your PPC campaign. If you pay $1,000 for ads and make
a profit of $300 (after subtracting the cost of your clicks), your ROI is 30
cents per $1 invested. ROl is expressed in different ways; you could see
this example expressed as a 30percent ROI (30 cents profit for every $1
spent) or as an absolute sum — an ROI of $300 on a $1,000 investment.
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v Revenues: The amount of money you get from selling your products. If
you sell 20 books at $20 each, your total revenues are $400. You often

people say things like, “I made $400 last week selling x online,” but
ro p O O 's just shorthand for saying that they made $400 in revenues. Their

\NG/
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revenues may have been $400, but their profit was less, because they
had to pay for the items they sold.

v Gross Profit: The amount of money left over after subtracting the costs
of goods, cost of clicks, and cost of fulfillment from the revenues. Gross
profit is also known as margin, particularly in the retail business. |
explain this in more detail a little later in this chapter.

Okay, so you've got a lot of concepts here, but they’re really not that compli-
cated, and I explain them in more detail throughout the chapter.

The PPC companies provide simple “ROI” calculation tools, and they’re much
simpler than all this jargon I've just thrown at you. But I'd caution against rely-
ing on these tools without understanding the big picture. Business is a numbers
game, and if you don’t understand the numbers, you really don’t understand
what’s happening to your business. If you don’t understand the above concepts,
you don'’t fully understand what your PPC campaign is doing for you.

Calculating Gross Profit and
Breakeven Cost Per Sale

Before you begin your PPC campaign, you can’t accurately calculate all the
things I have just explained; you don’t know for sure how many clicks you’ll
need to make a sale and how much those clicks will cost. However, there are
still various things you can calculate, and you can also estimate ROL. In fact,
in this chapter, | work backward from the desired action — the sale or sales
lead, for instance — to figure out a few numbers.

First, take a look at the breakeven cost per sale. How much can you afford to
spend for a sale and not lose money?

To calculate the breakeven cost per sale, you essentially need to know how
much a sale is worth and how much completing the sale costs. Companies
that sell multiple products have different costs and revenues — different
products sell for different prices and cost different sums to supply. Generally,
companies average things out and figure out their average sales. If you have
not yet sold a thing, all this is guesswork (but worth doing nonetheless
because you're building a calculation you'll use later anyway).

Gather together the following information:



Chapter 3: Calculating ROI (Return on Investment) 4 7

DropBoo

\\J

v Average Sale Price: How much is your average sale?

For this example, imagine that, on average, buyers at your site purchase
M worth of goods.

v+~ Shipping Charges: How much will the buyer pay you to ship the
products?

For this example, the shipping charge on the average sale is $9.95.

v Cost of Goods: How much do these goods cost you to manufacture or
purchase from the supplier? Include not just the direct cost of the
goods, but any ancillary costs, such as the cost of shipping the goods to
your warehouse, insurance, storage, and so on.

For this example, the average cost of goods is $70.

v Cost of Shipping: How much does it cost to ship the average order?
Include shipping fees, packing materials, insurance, the cost of labor to
pack, and so on.

An average shipping cost of $8 is good for this example.

v Transaction Costs: How much does it cost to process the online
transaction? If you're selling online, you have some kind of transaction-
processing fee — the sum you pay to the credit-card-processing company
to take a credit-card transaction, the sum paid to PayPal for processing a
PayPal transaction, perhaps a sum paid to the e-commerce hosting com-
pany for the transaction. (Yahoo! charges its Merchant Solutions customers
a fee for every transaction that goes through Yahoo! Stores, for instance.)

Assume the cost is 50 cents plus 2.9 percent of the transaction.
(Transaction costs are typically expressed in this way, a fixed cost plus a
percentage of the transaction.)

Now that you have some basic numbers, you're almost ready to calculate the
breakeven cost. But what about fixed costs — the cost of your office and
phone, your monthly Web-site hosting fee, your Internet access, and so on?
Forget them. In these calculations, you're interested in whether a particular
transaction is profitable or not, and if so, how profitable. You can’t introduce
fixed costs into the equation, or it gets way too complicated. Figuring out if
your overall business is profitable is not part of what you're considering
when you figure these sums.

In some cases, of course, you can omit the shipping charges and costs. If
there’s no delivery cost, for instance — if you're selling software and the
buyer simply downloads it — or if the charges always equal the cost, you
could omit these items. But many merchants actually make a little money on
shipping, or perhaps lose money on shipping, so I've included it in these
calculations.

Okay, here goes. Enter your numbers into Table 3-1 to figure your breakeven
cost per sale:
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Table 3-1 Calculating Breakeven Cost Per Sale
/7 Example Your Numbers
Saleprice $132

+ Shipping charges $9.95

= Total revenues $141.95

Cost of goods $70

+ Cost of shipping $8

+ Fixed transaction cost $0.50

+ Variable transaction cost

(2.9% x $141.95) $4.12

= Total costs $82.62

Total revenues $141.95

- Total costs $82.62

= Gross profit per sale $59.33

What about breakeven cost per action?

Many companies use the Internet to generate
leads. One of my clients, for instance, doesn't
sell his products online — his products cost
anywhere from $8,000 to $100,000, so he knows
he’s not making that sort of sale without weeks
of discussions. So his site is intended to gener-
ate leads, not direct sales.

Of course the breakeven cost per action is a
more complicated calculation. Most companies
in this situation, however, already know the
value of a lead, or at least have enough infor-
mation to figure it out. It's basically a matter of
calculating how many leads result in a sale,
how much it costs to follow the leads, and how
much each sale is worth. Many companies
already have an established “cost per lead”

that they are willing to pay. (Of course, different
lead sources provide leads of different values;
100 leads from source A may result in a sale,
while it might take 120 leads from source B, for
instance.)

In such a case, you might not care so much
about breakeven cost; rather, you're interested
in getting leads at a particular cost — $50 per
lead, $150 per lead, or whatever — that you
already know is a viable lead cost . . . the
acceptable lead cost.

| suspect, however — PPC mania being what it
is — that many companies are gathering leads
through PPC campaigns without actually know-
ing the true value of a lead.
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You end up with the gross profit per sale (margin) that just so happens to be
the breakeven cost per sale at this point. In other words, if it costs you this

© o make a sale — $59.33 in this example — you won’t lose money;
Seak even.”

Note that the breakeven cost per sale is also the amount you can afford to
spend on PPC advertising to generate the sale. In the example, you could
spend $59.33 to generate a sale and still break even.

Breakeven Cost Per Click

\NG/
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The breakeven cost per sale is a solid figure; it should be pretty accurate
because it’s based on real numbers. The breakeven cost per click is based on
a little guesswork when you start out.

First, you need to know the breakeven cost per sale (or acceptable lead cost).
I show you how to calculate that in the previous section. In this chapter’s
example, it’s $59.33.

You then need to know your conversion ratio, the percentage of visitors to the
site who buy from you. More specifically, you need to know what percentage
of visitors who come through a PPC campaign buy from you.

If you have already run a PPC campaign, maybe you have a number you can
work with. (I assume you’re tracking the numbers! See Chapter 15.) If not, do
you have the more general conversion rate for your site? Use that. If you have
a brand new site and have no idea what the conversion rate will be, you’ll
just have to guess!

But at least make an educated guess. Assume that you get a 0.5 percent con-
version rate, which is a realistic estimate. This means that one visitor out of
200 will buy from you. If you wish, use 1 in 100. It may be more, but it could
be less. Now, I'm not suggesting that online stores never have better conver-
sion ratios than 1 in 200 — many have much higher conversion ratios — but
in general, conversion ratios are small fractions.

Think about how you work online. You click here, browse for a few moments,
click there, stay a few minutes . . . but you don’t buy that often. Conversion
ratios between a half percent and 1.5 percent are common, even for success-
ful businesses.

Don’t be misled by surveys claiming high conversion ratios in the online-retail
field. It’s true that there are sites with high conversion ratios, but they’re way
above average and are often large brand-name sites. More common are the
tiny conversion ratios of half a percent to 1.5 percent or lower.
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So, to figure out a breakeven cost per click, pick the best conversion ratio
you've got or guess at a low one. Put your numbers into Table 3-2.

DropBoaks

Table 3-2 Calculating the Breakeven Cost Per Click
Example Your Numbers

Breakeven cost per sale $59.33

(or acceptable lead cost)

x Conversion ratio 0.5%

= Breakeven cost per click $0.297

This is a simple calculation; divide the breakeven cost per sale by the
number of clicks it takes to get the sale (or multiply by the conversion ratio
percentage, the same thing):

$59.33 x 0.5% = 29.7 cents per click
Or
$59.33 + 200 = 29.7 cents per click

The breakeven cost per click (in this example, 29.7 cents), is the maximum
you could spend on a click without losing money, assuming that the conver-
sion ratio remains the same. Again, you're not actually making money, but
you have an idea now of what a click could be worth.

In some cases, you may find that your breakeven cost per click is huge.
Perhaps you're gathering leads, and you’ve been told by your company’s
sales department that it is willing to pay $150 per lead (your company sells
very high-ticket items). Let’s say that you were also very conservative, and
decided to use a conversion ratio of 0.25% (one conversion in 400!). You've
discovered that your breakeven cost per click (or, in this case, perhaps we
should say acceptable cost per click) would be $37.50 cents. Based on this,
you can be pretty sure you can make a PPC campaign work for you. You can
almost certainly buy clicks at far less than $37.50 (even companies that are
buying clicks are much higher prices have much lower-cost alternatives), and
you can probably get a much higher conversion ratio than 1:400.

On the other hand, perhaps your breakeven cost per sale is $4 . . . well, [ can
tell you now that you probably won’t make PPC work. But let’s carry on with
the calculation. Let’s say that you were optimistic, and picked a 2 percent
conversion ratio. That means, for every 50 visitors, one will buy; $4 / 50 =

8 cents . . . your breakeven click cost is 8 cents.

This is going to be tough to do, unless you can find a way to buy enough
really low-cost clicks and can maintain that 2 percent conversion ratio (are
you sure you'’re really going to get 2 percent?).
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Mileage will vary

Btgsgjrﬁﬁhese numbers are merely

guidelines when you get started, and they’ll vary
between keywords and between PPC systems.
They're intended to give you a foundation to
build on. You may discover that your breakeven
cost per click is, for example, 45 cents on
Google but 55 cents on Yahoo! because, for
your particular products, you're “converting”
Yahoo! visitors more often than Google visitors.

Different keywords will have different conver-
sion ratios, and thus different breakeven click

values. For instance, you may find that the term
rodent racing is much more valuable than
the term rodent sports because more people
who click on the rodent racing ad turn into
customers.

So at this stage in the game, you're getting a
feel for the business; after you have real clicks,
you'll have real numbers, and when you com-
bine those numbers with continued tracking
(Chapter 15), you'll be able to make out the real
picture.

Figuring Out Return on Investment (RO])

ROl is the flip side of the coin. In the previous section, you work back from a
sale, trying to figure out what you can afford to spend on clicks. But after you

\\J

are actually carrying out a PPC campaign, you’ll want to calculate ROI, the
return on investment. You want to know how much your investment in PPC
advertising returns in profit. And generally, you calculate that for an entire

PPC campaign, for a particular keyword, or for a particular ad, over a specific

time period (rather than calculating ROI for an individual sale).

It’s even a good idea to run through an ROI calculation before you begin a
PPC campaign. Most companies don’t bother doing this, based on the idea
that “we don’t know the numbers anyway, so why bother trying to figure

anything out?”

But you do know some of the numbers — or should, anyway — so it’s a good
idea to begin ROI calculations using some basic assumptions before your PPC
campaign is launched. Later, you'll be able to plug in more accurate numbers,

but in the meantime, you’ll have a good picture of what may happen.

Calculating ROl is really very simple. You need just two numbers:

v~ Total Click Price: The total sum you spent on PPC in order to generate

the sales you're looking at.

v Gross Profit: | show you how to calculate gross profit per sale earlier in

this chapter. You need the gross profit for all sales derived from PPC
during the period for which you want to calculate ROI

After you have these numbers in hand, you can begin to calculate the ROI.
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Calculating gross profit per campaign

D ro p B O Qk@u how to calculate gross profit per sale earlier in this chapter. But in
rde
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calculate ROI, you need a slightly different gross-profit figure: the
gross profit per campaign. You calculated the gross profit for the average sale
on your site in the previous sections without considering advertising costs;
for instance, for a sale generated by “free” traffic from the search engines. Of
course, the cost of pushing visitors to your site is also part of the cost of
making the sale, so you also have to subtract that cost.

In the earlier example, you had a gross profit of $59.33 for the average sale.
Now, if the sale was generated by a PPC campaign and the clicks in that cam-
paign cost an average of 20 cents, you might at first glance think that you
must subtract 20 cents from the gross profit. But that wouldn’t be correct.

Not everyone who visits the site buys. So the cost of advertising for this sale
was not the cost of the click that sent the buyer to the site. You also have to
include the cost of the clicks that sent people who didn’t buy to the site.

Now, in the earlier example, you assumed a conversion rate of 0.5 percent.
That means that for every visitor who buys, 199 don’t buy. Or, another way to
look at it, in order to find one buyer, you have to have 200 visitors. So the real
cost of the sale is not the click from the one person who bought, but the
entire block of 200 ad clicks.

Now, if the average cost per click is 20 cents, and you need 200 clicks to make
the sale, the advertising cost of the sale is $40. So I've added another line to
the earlier calculation in Table 3-1 to Table 3-3. (I indicate changes to the
table in bold.) The gross profit for the campaign — after subtracting the
advertising costs — after accounting for PPC costs, is now $19.33.

Table 3-3 Calculating Gross Profit for the Campaign
Example Your Numbers

Sale price $132

+ Shipping charges $9.95

= Total revenues $141.95

Cost of goods $70

+ Cost of shipping $8

+ Fixed transaction cost $0.50

+ Variable transaction cost
(2.9% x $141.95) $4.12




Chapter 3: Calculating ROI (Return on Investment)

DropBo

Example Your Numbers

O_@f PPC advertising $40
~

= Total costs $122.62
Total revenues $141.95
— Total costs $122.62
= Gross profit $19.33

Okay, so this shows how to calculate gross profit for a particular sale. When
we're calculating ROI, you use the same principle, but this time you calculate
for a particular block of sales.

When calculating for an entire PPC campaign, you figure out revenues for all
sales generated by that campaign, then subtract all the costs for those sales,
and then subtract the cost of all the PPC clicks during the campaign to end
up with the gross profit for the campaign.

Calculating return on investment

Calculating return on investment is simple. Just divide the gross profit for the
campaign by the cost of the campaign.

Gross Profit Per Campaign + Cost of All Clicks = ROI

For instance, imagine that your gross profit for all the sales generated by the
PPC campaign is $11,959, and you spent $21,234 on clicks. No, you haven’t
lost money; remember, the $11,959 is the gross profit after paying for the cost
of the advertising. (So, in fact, the gross profit for the campaign before sub-
tracting PPC costs, is $33,193.)

Gross Profit Per Sales ($33,193) — Cost of All Clicks ($21,234) = Gross
Profit Per Campaign ($11,959)

Now you can calculate the ROI; divide $11,959 by $21,234, and you end up
with 0.56, or 56 percent.

Gross Profit Per Campaign ($11,959) + Cost of All Clicks ($21,234) = ROI
(0.56, or 56%)

[ just want to clarify here. You must understand that you have actually made
a profit. This ROI figure means that when you spent a dollar on advertising,
you generated enough sales to give you the dollar back and another 56 cents.
So an ROI of 56 percent means you spent a dollar, and got $1.56 back. Clear?
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Of course, it doesn’t always go this well. Look at these numbers:

s Profit Per Campaign (-$1,324.55) + Cost of All Clicks ($15,234.14) =
ro p O O (-0.087, or -8.7%)

In other words, you had a “negative return” of 8.7 percent. For every dollar
you spent, you lost 8.7 cents.

Deferred Actions

Another value that you might want to consider when calculating your ROI,
but that is very difficult to track, is deferred actions. Someone clicks your ad,
arrives at your site, looks around for a while . . . and leaves. But that person
returns later — perhaps a few hours later, perhaps a day or two later, maybe
even weeks — and buys, or carries out whatever other action you're inter-
ested in.

It’s very hard to track this kind of visit. You probably won’t be able to do so,
in fact. There are ways to track return visits to your site, and the more
advanced tracking tools such as Yahoo! Search Optimizer (see Chapter 15)
can help you do this, but it may be very difficult for many companies to not
only identify return visits, but to actually match those visitors to an earlier
click on one of your PPCads. Chances are, this number is small anyway, so
you should probably be aware that your ROI may be slightly better than you
have calculated, but probably not by much.

Offline Sales

There’s another category of sales that are rather problematic; offline sales
generated by your online PPC campaign. Many people research online, then
purchase offline. In fact the offline component of e-commerce is actually
greater than the online component. Consider some of these statistics.

ShopLocal.com commissioned a study of what it calls W2S sales — Web to
Store sales, transactions that begin online but end in a brick-and-mortar
store. (ShopLocal.com is owned by CrossMedia, a partnership of the news-
paper giants Gannet, Knight Ridder, and the Tribune Company.) Here’s what it
found happened in the fourth quarter of 2004:

v 83 million people researched products online and then purchased offline.

+* On average each of these people spent $250 on online purchases.
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+* On average each of these people spent $400 in a brick-and-mortar store,
on products researched online.

D ro B O Ok dition, each of these people, on average, spent an additional $200 in
e brick-and-mortar stores on products not researched online.

According to these statistics, then, the average W2S buyer spends $250
online (29 percent), $400 offline on researched products (47 percent), and
$200 offline on additional purchases (24 percent). That’s 29 percent online,
and 71 percent offline!

Hmmm, interesting. Well, that’s just one bit of research, though. But how
about this. Forrester Research studied what it called off-channel shoppers at
about the same time; what are off-channel shoppers? They’re the same as
W2S shoppers, people who research online and shop offline based on the
research. Here’s what they found:

v Most Internet users are “off-channel” shoppers.

v They spend more money offline after online research, than they spend
online.

v Almost half spend extra dollars once in the brick-and-store store, on
products they didn’t research.

Forrester Research believes that in 1994, off-channel shoppers spent over
$100 billion in brick-and-mortar stores, based on its online research, of which
perhaps 12 percent were incremental sales on products not researched.

Slightly different numbers, but the same overall conclusion; offline revenues
based on online research are huge

Now, if you sell online only, you don’t have this “problem.” It’s a good prob-
lem to have, of course, but the problem for companies that market online and
make sales offline is . . . how do you measure it?

One of my clients owns 24 retail stores, and an online store. “We know the
online store generates a lot of offline business,” the VP of Marketing told me,
“we just don’t know how much.” In the early days of Internet e-commerce,
there was a lot of worry about “channel conflict.” In particular the brick-and-
mortar staff were worried that online sales would pull business away from its
stores. The staff in my client’s stores, however, have none of those concerns.
They also realize that the online store pushes people into the brick-and-mortars.
“We see a lot of people walking in with printouts from the Web site,” one
salesperson told me.
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How do you measure this? It’s really very difficult to do for most companies,
especially large companies that, even if they can come up with some kind of

@ chamism to track sales, then have to integrate it into existing operations

of Sale software. You should be aware that there really can be such
an effect, if you manage your Web site properly (some companies do better
than others at pushing people to their offline stores).

Including Lifetime Value

WING/
&

There’s another element you need to consider when calculating your ROI: the
lifetime value of your customers. Lifetime value refers to the total income
from a customer during the life of the relationship with that customer.

Say someone clicks one of your PPC ads today and spends $75 at your site
right away and that it cost $30 in click costs. You've just made a $75 sale and,
for example, a gross profit of $10. That’s an ROI of around 33 cents for every
dollar spent on advertising. Not too bad.

But now imagine that the customer returns a few weeks later and spends
another $75. This time, your gross profit is actually higher because you didn’t
have to pay another $30 in click costs to get him there; the customer already
knows about your business. So the gross profit on the second sale is, per-
haps, $40. Now your ROI on the original click cost of $30 isn’t $10, it’s $50
($10 + $40 = $50); as a percentage, it’s 167 percent ($50 + $30).

Perhaps the customer then returns every three months for the next three
years — 12 more visits. And what if each time he returns, you make an aver-
age gross profit of $40? You now have a total gross profit of $530 for an initial
click cost of $30, or an ROI of $17.67 for every dollar spent. (This is a simpli-
fied example; you should also consider the cost of maintaining the relation-
ship with the customer, such as mailings, special offers, and so on.)

If you're already in business, you may already have an idea of the lifetime
value of your customers and understand that your ROI grows over time.

There are dangers involved with using lifetime values, however. Much was
made of lifetime values during the dotcom boom; but remember, the dotcom
boom was followed by the dotcom bust, a very painful occurrence during
which many companies discovered that their customer’s lifetime value was
actually a small fraction of what they’d assumed (and declared to investors).

Here are the two main dangers:



Chapter 3: Calculating ROI (Return on Investment)

~ Businesses, in particular new ones, often grossly overestimate lifetime
values. They just know the value will be high, but it turns out to be

D ro B O OKS)st nothing beyond the first sale.
p 11 businesses and new ventures often don’t have the cash flow to
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finance the purchasing of new customers based on the lifetime value.
If you can spend $100 to buy customers who will, over the next five
years, be worth $800 in gross profits to you, that’s not a bad deal, except
that you have to pay the $100 foday, not over five years!

Lifetime values online are probably not as important as offline. Lifetime value
is very important to Amazon.com, Expedia.com, and Buy.com. Many smaller,
non-brand companies are making “hit-and-run” sales: The buyers have little
or no loyalty; they bought simply because it was the right product at the
right price. The buyer might never return, in fact, might not even remember
where he purchased the product.

This is not to say that working to increase the lifetime value of your clients is
not important; it’s incredibly important, though beyond the scope of this
book. All I'm saying is that you should be cautious of how you drop any life-
time value into your ROI calculations.

One more thing to consider: Just because a lifetime value justifies spending
more money on clicks to get new customers doesn’t mean you should spend
more. The goal should be to get new customers at the lowest cost you can,
not at any affordable cost. So in general, PPC campaigns should be managed
with the intention of making a profit on the first sale, unless you are really on
solid ground with your lifetime-value calculations and the business is willing
to lose in the short run to make it up in the long run.

Forget the Value of Branding

Promoting PPC ads as a form of brand advertising is quite popular these
days. But let me be really clear about this: For the vast majority of busi-
nesses, there is no brand-advertising value.

Why, then, do you hear so much about it? Well, if you were selling PPC ads,
wouldn’t you come up with every possible reason to use them? And if many
companies found they weren’t making money from PPC, wouldn’t it be nice to
have a reason to use PPC ads that wasn’t related to silly factors such as actu-
ally making money? I'm not saying PPC ads cannot be used for brand advertis-
ing. I'm just saying that you probably can’t use PPC ads for brand advertising.
(I'm using the statistically average you. The average reader — the average
you — is not in a position to use brand advertising; your mileage may vary.)
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There are a few really good reasons why brand advertising won’t work for
most companies. But first, sit comfortably and let me explain what brand

DropBooks*"

What are brands and branding?

A brand is a proper noun that identifies a company or product. IBM is a brand;
Evian is a brand; Whopper is a brand; Microsoft is a brand. For Dummies is a
brand. Everyone likes to think they have a brand, but a real brand is more than
just a name that you wish everyone knew. A real brand is a name that everyone
(or almost everyone) does know. Everyone’s heard of IBM, Evian water, the
Whopper burger, Microsoft, and For Dummies books. In fact, a good brand is a
little more; not only do people know the name, when they think of the name,
they think good things. They hold the name in respect in some way. (Enron is a
brand, but few people these days would say it’s a good brand.)

A real brand is a powerful thing. The name instantly conveys a concept of
value to buyers that makes them more likely to buy and allows the brand
owner to charge more.

So what’s brand advertising? Brand advertising is advertising that is intended
to keep the brand in the minds of potential customers, to maintain brand
awareness, to maintain the power of the brand. It’s not advertising that is
intended to lead directly to a sale; it’s intended to remind customers of the
brand and to reinforce the brand in their minds. Then, when they’re ready to
buy, they’ll remember the brand and may buy it. (Wiley, the publisher of this
very book, advertises in libraries — where you can’t buy books, of course.
The company believes it’s good brand advertising.)

Let me repeat: Brand advertising is not intended to lead directly to a sale. Yet
Pay Per Click advertising has been used as a tool to lead directly to sales.
Because it’s possible to measure virtually every step of the advertising and
sales process (you’ll learn about this in Chapter 15), it’s possible to measure
whether or not you are making a sale from an individual ad placement and, if
so, how much money you made. And by aggregating all the data, you can
figure out if, overall, the advertising works, and how much money the adver-
tising makes you (the subject of this chapter, of course).

PPC advertising is a wonderful thing, in part because you can actually find
out whether you’re making money from your ads. No longer do you have to
place an ad and never really know whether it works, as businesses do every
day with newspaper ads. But if you're clearly not making money from the ads,
that’s okay because you’re building brand awareness, right?

Wrong. Finally, here’s why.
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Why brand advertising won't

Dro D Bo k& in your PPC campaign

First, you don’t own a brand. (Okay, maybe you do, but right now I'm talking
to the average reader, and the average reader does not own a brand.) So you
can’t advertise your brand. But you could use advertising to build your
brand, right? Wrong again.

There’s a huge misconception that brands are built through advertising.
They’re virtually never built by advertising. Now, I'm not a branding guru, so
let me quote a couple of ’em: “The birth of a brand is achieved with publicity,
not advertising” (Al Ries and Laura Ries). In their book, The 22 Immutable
Laws of Branding, the Rieses provide many examples of brands that were
built not with advertising, but with publicity (and in some cases even today
the brand owners spend very little money on advertising). Brands you’ve
probably heard of, such as The Body Shop, Starbucks, Wal-Mart, Sam’s Club,
Band Aid, CNN, Domino’s, Time, Xerox, Microsoft, Intel, Gateway . . .

I'll add one more to the list: Amazon.com. This company brand was built
through publicity. It can’t have been built through advertising because
Amazon didn’t spend much money on advertising, and even today doesn’t
spend much. Amazon even stopped running television ads a few years ago
because the company decided they just weren’'t worth the money.

But companies do spend huge sums advertising their brands, don’t they?
Sure, many do (though when was the last time you saw an ad for Starbucks?).
Even the brand experts accept that it may be necessary to spend large sums
of money in order to maintain a brand: “Once born, a brand needs advertis-
ing to stay healthy,” say Ries and Ries.

So, cool, if you have a major brand and want to use PPC as part of your
brand-advertising strategy, go ahead. But if you don’t own a brand

v Don'’t think that you can build one through PPC ads.

v Don’t think that you can create “awareness” of your product through
PPC ads and thus increase sales.

Awareness is sort of like brand. “Okay, so I don’t own a well-known brand,”
people think, “but if I can build a little awareness about my business and
products, that’s a good thing isn’t it?”

Sure it’s a good thing, but the chance of doing it through PPC ads is pretty
slim, and here’s why: First, your ad budget, as big as you may think it is, is
nothing compared to what’s being spent online. Your PPC ads may appear
now and then, but in most cases, in the larger scheme of things, they're a
drop in the ocean.
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But even if they weren’t a drop in the ocean, you must remember that people
still won’t see them very often. People don’t go online and carry out the same

@K@ery day. They search when they need to, not over and over again.

PC ads will not provide multiple impressions to potential cus-
tomers. The big guys may be able to make it work; if you are doing print and
radio and television and PPC ads, the PPC ads are just one part of a giant pro-
gram to hit people over and over again with your brand. But if little ole’ you
are doing PPC ads plus a few ads in the paper, plus coupons in the mail . . .
really, don’t think your PPC ads are going to build awareness. They quite
simply aren’t!

Here’s a rule of thumb for most readers:

If you're not getting the desired action (a sale, sales inquiry, lead, or what-
ever) directly from your ads, don’t think there will be any “follow on” aware-
ness or branding effect leading to sales at a later date. Assume that, after the
ad has run, that’s it; you’ll see no future effect.

More reasons branding won't work

This whole idea of using PPC for branding is incredibly pervasive. One book
about PPC that [ saw recently spends an entire chapter discussing the merits
of brand advertising for any online business; yet the chapter, if read carefully
doesn’t really hang together and provides no evidence that brand advertising
can work for a small business (let alone for a large, well-funded one). And it
completely ignores the fact that brands are not built through advertising, and
often don’t even require much advertising to maintain.

So, to help inoculate you against the PPC-for-branding virus, here are a few
more reasons PP won’t help you brand your company:

»* Most PPC ads currently do not allow logos.

v PPC ads are very short; it’s hard to get a strong branding message into a
PPC ad.

v PPC ads are unobtrusive, a little block of text among 20 or 30 other little
blocks of text.

v~ Editorial guidelines restrict many kinds of messages; the PPC companies
want straightforward, nuts-and-bolts messages, not the sorts of mes-
sages often used for branding.

v Building a brand is far more than advertising, it’s an all-encompassing
process involving customer service, employee commitment, company
philosophy . . . it’s about building a reputation for quality in the minds of
consumers.
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v There’s no effective way for you to measure ROl in a branding campaign.
Do you really want to run and advertising campaign based purely on

D r O p B O O kbg? “Sure, we're losing money, but don’t worry . . . we’re building our
d.’7

By the way, in 2005 Business Week published Interbrand’s list of the world’s
most valuable brands. Guess what company is #38? Google, a 5-year-old com-
pany that spends very little on advertising! In 2002, in the middle of building
its brand, the company spent $5.6 million on both promotional and advertis-
ing costs. In 2004, with revenues of over $3 billion, Google spent just $37.7
million in both promotional and advertising costs. But most of those costs
are probably promotional — when was the last time you saw a Google ad?

Okay, so now I've upset plenty of people. But it’s true, most people will see no
branding effect or “awareness” effect from PPC ads.

So small businesses should forget
awareness advertising?

If you don’t have a large brand already, and you’re just a small business,
should you completely forget any kind of awareness advertising? Well, no, not
exactly. In some cases, there are ways that small businesses can create
awareness through online advertising, though generally not through PPC.

Brands vary in size. Some brands are global: Coca-Cola and McDonalds, for
instance, are globally recognized brands. Other brands are national (though
over time may become global). Gateway, for instance, is very well known in the
United States and also does business in Japan, Great Britain, and Mexico . . .
but most of the world has never heard of the company:.

Some brands are much more limited; they are well known within a particular
state or city, or even a particular industry. If your hobby is kayaking, for
instance, you've probably heard of the Dagger brand; if it isn’t, you haven’t.
It’s easier to use advertising to build awareness through carefully placed ads
in a small market than it is in a large one.

Consider an example. Imagine you own a company that makes exhibits for
trade shows. It’s a relatively small community; there are a handful of sites
where company exhibit managers hang out. Placing banner ads on these sites
could be a very good way to build awareness. (I'm on solid ground here; I
know one company in the business that did just this.) Each time an exhibit
manager comes to one of these sites, the manager sees your company name.
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However, that doesn’t mean PPC works in the same way; again, there’s a big
difference between people coming to a community site and seeing a banner

D ro p B O OVR-ES over again, week after week, and seeing a PPC ad just once or twice.
Pulling It All Together

Now that you understand the various numbers — click values, RO], gross
profit, and so on — it’s time to pull it all together and ask a very difficult
question: Can you make money from PPC?

After reading all this, you might feel a bit despondent. First, you know the
following:

v Clicks cost at least 5 or 10 cents apiece from major PPC systems but gen-
erally cost more, and often a lot more.
v Conversion ratios are low, perhaps 1:100 or 1:200.

“Wow,” you’re thinking, “how can I possibly make money with PPC!?” The
unfortunate truth is that you might not be able to.

Look at an example of a failure in the making. Assume that your average sale
has a gross profit — before paying the click costs — of $10. Assume also that
you can convert 1 visitor in 50, not a bad rate. Finally, assume that you can
buy clicks for 10 cents.

v One sale requires 50 clicks.

+»* You spend $5 to generate those 50 clicks (50 x 10 cents).

+* You make $5 gross profit after paying $5 for the clicks, giving you an ROI

of 100 percent. Pretty good.

Now you can change things and see what happens. You can change the con-
version ratio, the click cost, and the gross profit per sale, one item at a time,
and see the effect:

v Drop the conversion ratio to 1:100. Your click cost doubles to $10, and
you just broke even.

1 Drop the conversion ratio to 1:200. You spent $20 on clicks and lost $10.

1 Change the click cost to 30 cents. Your clicks cost $15, so you lost $5.

1+ Change the click cost to 50 cents. Your click cost is $25, so you lost $15.

1+ Change your gross profit, before PPC costs, to $6. You only made $1.
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As you can see, PPC doesn’t work well in these circumstances:

D r O B O OKS: sales have low gross profits.
p Web site has a low conversion ratio.

+»” Your click costs are high.

Modifying the Essential Factors

Before moving on, I want to clarify what things affect your campaign and
define whether you succeed or fail. These are the essential factors:

v Gross profit (margin) per sale: How much money you make per sale,
after expenses

v Conversion ratios: How many visitors you can convert to buyers

v Cost per click: The price you pay for each click

v Click-fraud rate: This is actually part of the conversion rate

[ discuss this rate in detail in Chapter 17, but essentially, click fraud
occurs when someone clicks a link for nefarious reasons. More fraudu-
lent clicks means lower conversion rates, which means more expensive
sales.

These things are Good Things:

v~ High gross profits
v High conversion ratios
v Low fraud rates

v Low click costs
These things, of course, are Bad Things:

v Low gross profits

v Low conversion ratios
v High fraud rates

v High click costs
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If any one of these campaign characteristics is on the bad side, you could
have a problem with your PPC campaign. But if all four are on the bad side,

o’ ally in trouble. What can you do to fix the campaign? Well, just possi-
ro p O G ; an make one of these changes:

+ Find a way to increase gross profit. Buy the products more cheaply, sell
more to each buyer, reduce shipping costs, and so on.

»* Find a way to increase conversion rates on your site. You may need to
fix your Web site (most companies do!). See Chapter 5.

v Find a way to reduce fraud rates. See Chapter 17.

» Find a way to reduce click prices. You might target lower-cost keywords
(Chapter 4) or use smaller PPC systems (Chapter 11).

[ hope this discussion wasn’t too tedious — but it was necessary. Don’t make
the same mistake many PPC advertisers make: not understanding the num-
bers. PPC advertising is a numbers game, so in order to win, you have to
understand the numbers.
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In This Chapter
Thinking up keyword phrases

Using a free keyword tool to find more keywords
Using Wordtracker for more detailed analyses
Sifting through the list to pick the right keywords

Fle foundation of all search-engine work is a keyword analysis. Whether
you’re doing natural search-engine work or planning a PPC campaign, you
have to know the right keywords.

This is another area where most companies fall short. In their rush to bring
visitors to the site, most companies jot down a few keywords and then
quickly use the various keyword-analysis tools provided by the PPC company
to pick a few more keywords. But they never fully understand their keywords.
Without doing a full analysis, it’s next to impossible to know which keywords
you should be targeting.

Here’s an example. A company | worked with recently was targeting the term
bsm, which to them means business system management software. The prob-
lem is, it doesn’t mean that to most people. When I did a quick analysis of
this term with Wordtracker — which I discuss later in this chapter — I found
that indeed the term bsm is used quite often; Wordtracker estimates around
114 searches every day, Internet-wide, on this term.

However, further analysis shows something else. When other words are com-
bined with the term bsm, the searches are clearly not for business management
soffware. | found searches such as the following:

v bsm treblebooster

v bsm fuzzbender

v bsm driving lessons

v bsm driving school
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It turns out that a company called BSM creates electronic music devices.
There’s also a driving school in the United Kingdom called BSM. (When carry-

i PPC campaign, you could block the searches from the U.K. by using
ro p O @ ting; see Chapter 12.)

Many, if not most, multi-word searches that include bsm include words that
relate the searches to music or driving, which implies that many, if not most,
of the searches done for the term bsm alone are probably related to music or
driving. It turns out that bsm simply isn’t a very good target term. I'm not sug-
gesting that the company should not consider the term in its strategy; but it
needed to understand that this term was not as popular with its target
buyers as it thought, and that there are probably better keywords.

Understanding the Importance
of Keywords

Why is understanding keywords so important? For a variety of reasons:

v A good understanding of keywords helps you find keywords that
other companies have missed, letting you buy clicks at a lower price.

+ You can increase the number of visitors to your site by working with a
large range of keywords rather than with just 10 or 20. You may be
able to work with hundreds, perhaps thousands, of different keywords.

+ You may find profitable keyword combinations that you hadn’t con-
sidered. In some cases, people search for keywords in combination with
a location — mortgage denver, for instance, or accident attorney houston.
Without a good analysis, companies often miss such combinations.

+* You can avoid ambiguous keywords — terms that mean one thing to
you and another to most other people.

Picking the right keywords is critical. As Woody Allen once said, “Eighty percent
of success is showing up.” If you don’t play the game, you can’t win. And if you
don’t choose the right keywords, you're not even showing up to play the game.

Selecting keywords for a PPC ad is a little different from doing so for a natural-
search campaign. With natural search, you're interested in the frequency of
searches on particular keywords because you don’t want to spend a lot of time
targeting keywords that are rarely used. With PPC, however, frequency of use is
less important; you're interested in building large lists of keywords. If you can
find hundreds of keywords that are used only infrequently, they’ll probably pro-
vide low-cost clicks; each one will provide a few clicks, but in aggregate they
may provide significant levels of traffic. You will also find keywords that are
more finely targeted, and very targeted keywords tend to do well in PPC; that
is, they have better conversion rates than more general terms.
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Thinking Like Your Prey
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G 5 concept: You should think like your prey. Companies often make mis-

takes with their keywords because they pick keywords based on how they —
rather than their customers — think about their products or services. You
have to stop thinking that you know what customers call your products. Do
some research to find out what consumers really call your products.

I've learned from working with my clients that most firms don’t do a good
keyword analysis; even the ones that claim they have, it turns out, really
haven’t put much effort into it. And because of this, they have two significant
problems. When I check to see what people are actually searching for on the
Web, I discover that the words my client was positive people would use are
rarely searched on. [ also discover that the company has missed a lot of pop-
ular terms.

Sure, you may get some of the keywords right, but if you're spending time
and energy targeting particular keywords, you might as well get ’em all right!

The term keyword analysis can have several meanings:

v When [ use it, 'm referring to what I'm discussing in this chapter: analyz-
ing the use of keywords by people searching for products, services, and
information.

v Some people use the term to mean keyword-density analysis, finding out
how often a keyword appears in a page, a characteristic of search engine
optimization. (I'm not sure if 've mentioned this in the book thus far, but
[ wrote a tome you might be interested in checking out, Search Engine
Optimization For Dummies [Wiley].) Some of the keyword-analysis tools
that you run across are actually keyword-density analysis tools.

v The term also may be used to refer to the process of analyzing keywords
in your Web site’s traffic or “hit” logs.

Starting Vour Keyword Analysis

Doing a keyword analysis is really not that complicated and can mean the dif-
ference between success and failure to your PPC campaign.

Identifying the obvious keywords

Begin by typing the obvious keywords into a text editor or word processor —
the ones you've already thought of, or, if you haven’t started yet, the ones
that immediately come to mind. Then study the list for a few minutes. What

67
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else can you add? What similar terms come to mind? Add them, too. Later in
your analysis, you’ll find that some of these initial terms aren’t searched for

Oe n. But that’s okay; this list is just a starting point.

Your company name

Include your company name on the list, in whatever permutations you can
think of (Microsoft, MS, MSFT, and so on).

Trademarks and product names and terms

Think about all the product names and terms that people may be searching
on, even your own trademarked terms if you have any. Don’t assume that
people will find you anyway, even without PPC; in many cases, the trademark
owner does not rank well for the trademarked term. Experiment a little,
typing common trademarks into the search engines, and you’ll see this is the
case. For instance, type in balderdash, the name of the popular board game
by Mattel; when I tried this in Google, Mattel’s Web site did not come up,
even in the first 100 results.

Even if your company does rank near the top, consider whether you want to
advertise in the sponsored results, too. Other companies may come above
you in the sponsored results, perhaps your partners — agents, retailers, and
so on — but also perhaps competitors.

Other companies’ names and product names

If people will likely be searching for companies and products similar to
yours, add those companies and products to your list for now. We’ll discuss
whether — and how — you can use these keywords later in this chapter.

Synonyms

Sometimes similar words are easily missed. If your business is a home-related
business, for instance, have you thought about the term house? Americans
may easily overlook this word, using home instead, but other English-speaking
countries use the word house more frequently than home. Add it to the list
because you may find quite a few searches related to it. There are even differ-
ences between terms within the United States — in some areas of the country
people say soda; in other areas they say pop, for instance — so try to be
aware of any differences pertinent to your business.

You might even use a thesaurus to find more synonyms. However, I show you
some keyword tools that run these kinds of searches for you — see “Using a
Keyword Tool,” later in this chapter.
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Split or merged words

may find that although your product name is one word — RodentRacing,
Okﬁce — most people search for you using two words, rodent and
i

member to consider your customer’s point of view.

Also, some words are employed in two ways. Some people, for instance, use
the term knowledgebase, while others use knowledge base. Which is more
important? Both should be on your list, but knowledge base is used four to
five times more often than knowledgebase. (How do I know this? By using a
keyword-analysis tool, which I describe a little later in this chapter.) If you
only target knowledgebase, you're missing out on around 80 percent of the
traffic!

Singulars and plurals

Go through your list and add singulars and plurals. Search engines treat sin-
gulars and plurals differently. For example, searching on rodent and rodents
provides different results in both natural and paid search results.

A great example is to do a search on book (1,635 searches per day, according to
Wordtracker, which I discuss later in this chapter) and books (16,475 searches
per day) in Google. A search on book returns Barnes and Noble as the number-
one result in the natural results, while books returns Amazon.com. And the
results in the paid search are very different, too.

Common combinations

Consider common word combinations. For instance, many people combine
the words discount and coupon with product and brand names, and perhaps
other terms such as low cost, cheap, and so on.

Hyphenated words

Do you see any hyphenated words on your list that could be used without
the hyphen, or vice versa? Some terms are commonly used both ways, so
find out what your customers are using. Here are two examples:

v The terms ecommerce and e-commerce are fairly evenly split, with a little
over 50 percent of searches using the latter term.

v The dash in e-mail is far less frequently used, with email being the most
common term.

Find hyphenated words and add both forms to your list.
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Geo-specific terms

Is geography important to your business? Are you selling shoes in Seattle or
Rochester (or rodent shoes in Red Springs)? Don’t forget to
1 erms that include your city, state, other nearby cities, and so on.

Obvious spelling mistakes

Scan through your list and see if you can think of any obvious spelling mis-
takes. Some spelling mistakes are incredibly important, with 10, 15, or 20 per-
cent of all searches containing the misspelled word, sometimes even more!
For example, about one-fifth of all Britney Spears-related searches are mis-
spelled, spread out over a dozen misspellings — which might allow me to
take a cheap shot about Britney Spears fans, but I feel that would be beneath
me, and so I'll pass.

The word calendar is also frequently misspelled. Look at the following list, an
estimate of how often the single word calendar is searched for each day in its
various permutations:

calendar: 10,605 times
calender: 2,721
calander: 1,549
calandar: 256

Thirty percent of all searches on the word calendar are misspelled!
Admittedly, the term calender has another meaning — it’s an obscure term
related to the use of rollers to smooth out paper — but I'll bet that’s not what
most people are searching for when they type that word into a search engine.
(Where do I get these estimates of the number of times keywords are used?
You find out later in this chapter, starting at “Using a Keyword Tool.”)

One nice thing about misspellings is that competitors often miss them, so
you can grab the traffic without much trouble. A keyword that costs several
dollars when spelled correctly might cost only a few cents when misspelled.

Domain names

It’s amazing how often people type domain names into search engines rather
than into the browser’s location or address bar. This is a very common mis-
take made by people who really aren’t terribly adept at working with a com-
puter. Here’s just how common this is. [ examined the Top 200 list from
Wordtracker (a list of the 200 most popular search terms over the prior 130
days). I found the following entries, all of which were people attempting to
find a particular Web site of which they already knew the domain name! The
numbers represent the position in the list; thus the second most popular
search term in Dogpile and Metacrawler (the search systems used by
Wordtracker; more on this later) is google!
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google

yahoo.com
33 hotmail
61 hotmail.com
72 ebay.com
79 google.com
98  yahoo mail
118 www.yahoo.com
127  dogpile
135 amazon.com

168 aol mail

Admittedly, in most cases, people are not entering the full domain name —
they’re entering google or yahoo or ebay — but in a lot of cases they are
entering the full dot-com domain name. So you may find it’s worth including
some domain names in your list — domain names of sites related to your
business in some way, such as a competitor’s domain names for instance.

Looking at your Web site’s traffic stats

Take a quick look at your Web site’s traffic statistics (often called hit logs).
You may not realize it, but most logs show you the keywords that people
used when they clicked a link to your site at a search engine. (If your logs
don’t contain this information, you probably need another traffic program!)
Write down the terms that bring people to your site.

Examining competitors’ keyword tags

You know who your competitors are. Go to their sites and open the source
code of a few pages at each site — just choose View=>Source from the
browser’s menu bar to get a peek. Look for the <META NAME="keywords">
tag and see if you find any useful keywords there. Often, the keywords are
garbage — useless keywords such as very vague or general terms — or
simply not there, but if you look at enough sites, you're likely to come up
with some useful terms you hadn’t thought of.
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Brainstorming with colleagues

D ro p B O Q&&ﬁiends and colleagues to see if they can come up with some possible
e

s. Ask them something like, “If you were looking for a site at which
you could find the latest scores for rodent races around the world, what
terms would you search for?”

Give everyone a copy of your current keyword list and ask if they can think of
anything to add to it. Usually, reading the terms sparks an idea or two, and
you end up with a few more terms.

Using a Keyword Tool

After you've put together a decent-sized keyword list, the next step is to use a
keyword tool. This tool helps you discover additional terms you haven’t
thought of and helps you determine which terms are most important — which
terms are used most often by people looking for your products and services.

Both free and paid versions of keyword tools are available. I discuss the free-
bies first, but I might as well cut to the chase and tell you that [ recommend
that you fork over the dough and use Wordtracker, the world’s top search-
engine keyword tool. So you can skip to that section if you want, or read on.

The Yahoo! Keyword Selector Tool

Yahoo! Search Marketing provides a free tool that allows you to see how often
a particular search term is used each month in Yahoo! and its PPC partners.

Unfortunately, since Yahoo! changed the Overture brand name to Yahoo!
Search Marketing, it has been changing the look of its site every few days, it
seems. Sometimes it’s easy to find the free tools, sometimes it’s hard. I think
things have settled down for now, so the following instructions will probably
work for you:

1. Type http://SearchMarketing.Yahoo.com into your browser.

The Yahoo! Search Marketing home page appears.
2. Click the Sponsored Search link.

This is the term Yahoo! now uses for its PPC program.
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3. On the Sponsored Search page that appears, click the Pricing link.
n the pricing page, click the Keyword Selector Tool link or button.

. O
D ro p B O O k Keyword Selector Tool page opens.

5. Type a search term in the Get Suggestions For box and press Enter.

The tool tells you how often that term was searched for throughout the
Yahoo! network during the previous month. Figure 4-1 shows the results
for the search term rodent.

The absolute numbers often aren’t terribly important; it’s the relative levels
that count. If one word was searched on 15,000 times last month, and another
one was searched only 1,000 times, you can be pretty sure that, whether on
the Yahoo! Search Marketing network or not, the first term is the more impor-
tant one.

Yahoo! provides other search terms, too — related search terms that include
the term you entered. If you search for shoe, it will also return the number of
searches for womens shoes, new balance shoes, man shoes, and so on. You
can click one of the additional terms, and Yahoo! searches on that term, too,
bringing up similar and related terms.

Put your search term here and press Enter.

The number of times your search term was used
. in the Yahoo! Search Marketing network in June.

Similar terms; click one to see more similar

Figure 4-1: and related terms.
The Yahoo!
Keyword
Selection
Tool.
| -
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For each term in your list, use the Search Term Suggestion Tool to find out
how many times the term is used each month and to find related terms. Add

ist any related terms that look like they may be appropriate for you
ro p O 6 the number of times they’re searched for).

MWNG/
&

This process takes what is referred to in the search-engine-optimization busi-
ness as a bloody long time. (Well, the business in England, anyway.) This is
why | suggest that you use Wordtracker, which I discuss shortly.

Note, by the way, that Yahoo!’s Keyword Selector Tool has some problems.
Significant problems. In fact, many in the PPC business feel that the numbers
are significantly off for various reasons, such as the fact that the tool com-
bines search results. For instance, search for anti virus soffware program and
you get combined results for anti virus software program, anti virus soffware
programs, anti-virus software program, . . . you get the point. It combines plu-
rals and singulars, terms using filler words (the, a, and), and so on. And
another problem with the tool: It doesn’t look for related terms. Search on
shoe, and it won'’t find any terms containing boot or sandal.

Anyway, as I've said once or twice before, you should use Wordtracker and
not rely on this tool for more than cursory checks! The Yahoo! tool was never
designed for careful keyword analysis, yet many marketers rely on this tool
alone.

Other keyword tools

Several other keyword-analysis tools are available. Some of the other pay per
click services provide tools, for instance, but, unlike Yahoo!, you generally
can’t get to the tool until you have already set up an account or gone through
some preliminary sign-up process.

To use Google’s tool, you have to jump through some hoops if you haven't yet
set up a pay-per-click account with Google AdWords (https://AdWords.com).
Click the Click to begin button; on the next page the Continue button; select a
country and click Continue; enter an ad — Headline, Description, URL — and
click Continue, and you’ll find yourself on the Choose keywords page; see
Chapter 9. You can also get to another keyword tool directly, using this URL:
https://adwords.google.com/select/KeywordSandbox. But note that
these tools don’t show frequency of use of keywords, it just helps you find
related keywords.
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To find some of the other software tools and Web-based services, do a search
on keyword or keyword analysis. The top tool is Wordtracker, which is dis-

Note also that Yahoo! has a tool that shows you how much a click costs for a

Dro P \?B 0O R e st

|
Figure 4-2:
Entera
keyword
into the
View Bids
tool to find
out how
much it
costs for a
click.
|

particular keyword, which can be very useful. Later, when you set up your PPC
campaign, you'll see how to find prices for all your keywords en masse, but
Yahoo!’s free tool is still a great system for quickly checking the odd keyword
now and then. On the same page that you found the Keyword Selector Tool,
you should find a link and a button leading to the View Bids tool (Figure 4-2).

In the View Bids tool, you enter the keyword you're interested in (and one of
those little codes you see everywhere these days to make sure a real person
is using the form) and then click Search. Yahoo! returns a page showing you
the top 40 bids for the term (Figure 4-3). The very first entry shows you the
maximum bid for the keyword; it’s not necessarily the sum actually being
paid, but it is the bid you have to beat if you want first position.

g\ﬁew Bids - Microsoft Intemet Exploter =mlE

S

Ll -
File Edit View 3 oack = il

|
® &

] IC Searctr =

{}:y-.-_:{c' supreme court

View Bids

Type in a search term and we'll show you the
Max Bids and listings for that term.

rodent

Security code:
Please type the characters on the left side into
the empty box on the right*:

#This is o iriptuve perfarrance and prevent Orauthotized
automated scripes; By entefing the security code vou agree o
the e=iine s0d condicions for using this ool

EERE

Search Cance| |
E] & Internet |
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|
Figure 4-3:
Yahoo!
shows you
the top 40
bids for the
specified
keyword.
|

] View Bids - Microsoft Internet Explorer =mE
» »
File Edit View Favol Qoack - achess | [
IQpreme court || [C search - @NN! =
[ £
View Bids [
Type in a search term and we'll show you the Max
Bids and listings for that term.
radent
1. Find Local Pest Management Services
Describe your pest problem and submit a request for
pest mgmt, Services, Npma certified pest mgmt,
Businesses will reply with detailed company info.
Choose the company that meets your needs.
W TSSO OO
(Advertizer's Max Bld: $0.20)
2. Rodent on eBay
Find rodent items at low prices. \With over 5 million
iterns for sale every day, you'll find all kinds of
unique things on eBay - the World's Online
Marketplace.
W .ebay.com
(Advertizer's Max Bid: $0,11)
3. Rodents - $16.79
Make Overstock.com your one-stop-shop for all your
media needs. Find the latest book, movie, music and
gaming titles at deep discounts, Flat-rate shipping.
Overstock - your online outlet,
WL O Yerstock, oom
(Advertizer's Max Bid: $0.10)
4. Mice and Rat Control
Free shipping information on rodent contral,
recommendations and professional products.
W rodentcontrols, com
(Advertiser's Man Bld: $0,10)
-
E_I] Done B Internet

Using Wordtracker

Wordtracker (www.wordtracker.com) is the tool that virtually all SEO pro-
fessionals use. (SEO professionals also like to throw the term SEO around,
rather than use the more unwieldy but clearer term search engine optimiza-
tion.) l know of no other tool that matches it or that is anywhere near as pop-
ular. It’s the preeminent keyword tool throughout the SEO business. And it’s
cheap to use, so I recommend that you do so.

Wordtracker, owned by a company in London, has access to data from a
couple of very large metacrawlers, Dogpile.com and Metacrawler.com. A
metacrawler is a system that searches multiple search engines for you. For
example, type a word into Dogpile’s search box (www.dogpile.com), and
the system searches at Google, Yahoo!, Ask Jeeves, and MSN.
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Wordtracker gets the information about what people are searching for from
Metacrawler.com and Dogpile.com, over 300 million searches during the prior

D r O p B O O%kas(at the time of writing).

Wordtracker combines all this data and then allows its customers to search
through it. Ask Wordtracker how often someone searched for the term rodent,
and it will tell you that it had been searched for (at the time of writing) 101
times over the last 130 days, but that the term rodents is far more popular,
with 462 searches over the last 130 days.

P Certain searches are seasonal — pools in the summer, heaters in the winter,
and so on. Because Wordtracker has only the last 130 days of information, it
may not be representative for a full year for some terms. And some searches
may be influenced by the media. August 2005 saw quite a few searches for
john roberts. (Remember him? He was nominated to the Supreme Court.) This
number dropped after the confirmation hearings ended.

Here’s what information Wordtracker can provide:

v The number of times in the last 130 days that the exact phrase you
entered was searched for out of over 300 million searches

v An estimate of how many times each day the phrase is searched
throughout all the Web’s search engines

v Similar terms and synonyms and the usage statistics about these terms

v Terms used in hundreds of competing sites’ KEYWORDS meta tags,
ranked according to frequency

v Common misspellings

v A comparison of how often a term is searched on and the number of
pages that appear for that term in the search results — a nice way to
find terms with relatively little competition

Do metacrawlers provide better results? Here’s what Wordtracker claims:

1 Search results at the big search engines are skewed. Many Web site
owners use big search engines to check their sites’ rankings, sometimes
several times a week. Thus, many searches are not true searches.
Metacrawlers can’t be used for this purpose, so they provide cleaner
results.

v Wordtracker analyzes searches to find what appear to be fake, auto-
mated searches. Some companies carry out hundreds of searches an hour
on particular keywords — company or product names, for instance — in
an attempt to trick search engines into thinking these keywords generate
a lot of interest.
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Wordtracker is well worth the price. You can pay for access by the day (§4.20,
around $7.40 currently), the week (§14/$24.60), the month (§28/$49.10), or

d'i{s(§140/$245.70). Most professionals in the SEO business have a regu-

nt with Wordtracker, but for individual sites, it may be worth just
getting a day or two of access. One strategy is to build your list first, as
described in the earlier sections of this chapter, and then sign up for a day
and run Wordtracker for that day. You may get enough done in a couple of
hours; if not, you can always sign up for another day. (Of course these prices
may change, so check the Wordtracker site.)

Creating a Wordtracker project

Wordtracker lets you create projects so you can store different groups of
terms — perhaps one for each Web site or, if you're a consultant, one for each
client. The first thing you should do — after plunking down your money and
setting up the standard username and password stuff — is create a project.
Here’s how:

1. Click the Projects button on the main navigation page (which you see
after you log in).

The Projects page appears, as shown in Figure 4-4.

2. Give your project a name and then click the Change Project Name
button to save the new name.

Wordtracker allows you to have seven projects, each storing a different
keyword list. You can empty old projects and rename them as you move
on to new Web projects. This may be an important feature if you're an
SEO professional or a Web designer working on multiple Web sites.

3. To load your existing list (the one created as I explained earlier in this
chapter) into the project, click the Import button, copy and paste the
words from the list into the large text box (one entry per line, as
shown in Figure 4-5), and click the Submit button.

[ recommend that you leave the Compressed Import option button
selected, in case you have duplicate entries with different cases. For
instance, if you have rodent racing and Rodent Racing, and RODENT
RACING in your list, with Compressed Import turned on, Wordtracker
simply enters rodent racing into the database (and in fact any entries
with uppercase are changed to lowercase for consistency).
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You’ll probably never use Precise Import, because you generally don’t
need to worry about case. Remember that Google and most other search
D r B KSems are not case sensitive anyway, so Rodent is the same as rodent.
O p O O r the list is imported into the database, another page opens, which
contains your list with a number in parentheses next to each keyword or
keyword phrase; this is the count, the number of times the word or

phrase appears in the database — the number of times that the keyword
was searched upon over the last 130 days.

Type your new project name here. Click here to set the new name.

Addres |f§| http:J./‘wordtracker.cum!dalabasej o Go !_

-

[F->-0opd0add Hiom- ~

Wordtracker

Thu, December 4 2003
Wabmaster Heywords

Support Apeaynt M

Home Projects

Last datahase hackup: 8am YWednesday, 3rd December 2003 (GMT)

Click any database (Wordtracke, Goto or 7Search) to be takgn straight to the Keyword Universe

Basket: Number of Keywords
— Wardtracker Mone Reset Export Impont |
Gaoto Maone Reset Export
TSearch Mane Reset Export
I
Figure 4-4: _Stored Projects
Word-
,
trac ker S To make any projectthe CLURRENT project, simply click on 'make current’,
PrO]ECtS Mame: calendar Make Current parne: gluco
page.
— [Basket: [Mo. of Keywords | [Basket: [No. of Keywards | =

Click here to view the words  Click here to load the selected project.
stored in the project.
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Paste your keyword list here.

[ |
D rO p B O . a @ fat ‘ "a E=| f‘@ 4 ‘ E}‘ =p . | Address |,§| http:J./‘wordtracker.cum!dalabase;l o Go _
Wordtracker Accml _ Thu, December 4 2003
Wabmaster Keywords Support News
Home Projects

Import Options:

Compressed Search - Compresses all the farms af T " i

the keyword to lower case. Eg. Entering 'HELLO will ph A

return ‘hella’, but combine the counts for HELLO',
‘Hello', ‘hELLa' and 'hella* L

caring for gerbils =
Frecise Search - This will return counts for the designs for & mouse trap race
keywiards precisely as you have entered them. Eg SR
Enter hello' and getthe count for hella' only. This designs for & mwOuUsSe Trap race
will then ignore counts for HELLO', Hello' and cars
'hELLD' as this is case-sensitive, gerhil

qerbil breeding

qerbhil cage

gerbil cages

Elease note: If keywards cannot be found in the gerbil care =
‘Wordtracker database, they will still e added to
your bhasket with a count of 0. This allows you to

Compressed Impott © Precise Import ©

petform competition searches for keywords that no- -
ane has searched far,
|
Figure 4-5:
The Import
page. Copyright () Rivergold Associates Ltd 1998-2003
—— Reproduation without permission is strictly prohibited. o

Adding keywords to your initial project list

To use Wordtracker to find more words that might be appropriate to add to
your initial project list (created earlier in this chapter), follow these steps:

1. Click the Home button in the navigation bar at the top of any
Wordtracker page to go to the Wordtracker home page.

2. Click the Keyword Universe link.
You see the page shown in Figure 4-6.

3. Type the first keyword in your list into the box on the left and then
click the Proceed button.

Both the Lateral and Thesaurus check boxes are selected by default.
Here’s the lowdown on these options:

¢ Lateral: Wordtracker searches the Internet using your keyword,
goes to the first 200 Web sites it finds, and grabs keywords from
their KEYWORDS meta tags. (This is a small piece of code near the
top of a Web page containing keywords that are associated with
the page content.)



Type a word here and click Proceed.

Type keywords here and click Go.
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page. Compfessed vI Gul OFF @ ) Delete last ferm @) Clear all Ic Sre tonstep
|
Click a word Click a word Click here to add
to load the list to add it all the words to
in the right frame. to your list. your project.

e Thesaurus: Wordtracker looks up the word in a thesaurus and

finds synonyms.

After clicking the Proceed button, wait a few minutes while Wordtracker
builds a list. Then scroll down the left frame to see the list.

Click a word in the list in the left frame to load it into the correspond-

ing table in the right frame.

The table shows you actual searches from the Wordtracker database
that contain the word you clicked, as well as other keyword phrases
containing that word. So, for instance, if you click rodent, you see search
terms such as rodents, rodent control, rodents revenge, rodent, rodent

repellent, rodent pictures, and so on.

Next to each term in the table, you see two numbers:



82 Part I: Preparing for Your Campaign

¢ Count: The number of times Wordtracker found the search term in
its database. The database contains searches for 130 days — more
than 300 million of them. So the count is the number of times the
D ro p B O O S term was used in the last four months or so in the search engines
from which Wordtracker builds its database.

¢ Predict: An estimate of how many times this term is likely to be
used each day in all the Internet search engines combined.

Wordtracker simply extrapolates from the count number to arrive at the pre-
dict number. Wordtracker assumes that the search engines it’s working with

account for a certain percentage of all searches, so it simply takes the count
number and multiplies accordingly.

[ believe these numbers are too low. From what I've seen and heard, these
terms may actually be searched for 50 to 100 percent more often than the
predict number. However, what counts is the relative, rather than absolute,
number. If one phrase has a predict value of 12,000 times a day, and another
one 6,000 times a day, the actual numbers may be 24,000 and 12,000, but what
really matters is that one is searched on twice as often as the other.

Here’s what you can do with the list of search terms in the right frame:

v Click the Click Here to Add All Keywords to Your Basket link to add all
the keyword phrases to your project. (The number next to the basket in
the bottom frame increases as you add phrases to the project.)

v Click a term to add just that term to the project.

v Click the shovel icon in the Dig column to see similar terms. Click the
shovel in the rodents revenge row, for example, to see a smaller list con-
taining download rodents revenge, rodents revenge download, download
rodents revenge game, and so on.

Should you add all the words in the list at once, or one by one? That
depends. If the list contains mostly words that seem to you to be relevant
keywords, click the All link at the top to add them all — you can remove the
few that are no good later. If most of the list seems to be garbage, scroll down
the list and add only the useful words.

After you've finished tweaking your project list, here are a couple of other
things you can do:

v Click another keyword phrase in the left frame to load a new list in the
right frame with search terms related to that phrase.

v Type another word from your original list into the box at the top of the
left frame. Wordtracker then retrieves more terms related to it from the
thesaurus and KEYWORDS meta tags.

v Type a term into the text box at the top of the right frame and click the
Go button to create a list based on that term.
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The left frame is handy because it runs your words through a thesaurus and
grabs words from XEYWORD meta tags. But I also like to use the text box at

into the box (each one needs to be on a separate line). This is a

D r O p B O dkgnthe right frame: I grab a few keyword phrases from my list and

|
Figure 4-7:
Clean your
keyword-
phrase list
here.
|

quick way to find matching phrases for the terms already in your list. Typing
a word into the text box at the top of the right frame is the same thing as
clicking a word in the left frame — Wordtracker looks for real search phrases
that include the word. Type (or paste) multiple words into that text box, and
Wordtracker looks for matches for each of those words.

Cleaning up the list

After you've worked through your list, checking for relevant terms, click the
Click Here for Step 3 link at the bottom of the page. On the Step 3 page, you
see the first 100 words in your project, with the most common appearing first
(see Figure 4-7).

Scroll through this list carefully. Look for any keywords that really aren’t appro-
priate. It’s possible you'll find some, especially if you clicked the All link at the
top of the previous page. To delete a term, select the check box to the right of
the unwanted term and click the Delete button at the top. Then scroll to the
bottom of the list and work your way up; if you delete 15 terms from the page,
15 more are pulled from the next page, so you need to check them as well. Use
the right-pointing triangle at the top of the list to move to the next page.

7 X
) &
Export Keywords Email Kevwords Competition Search
4 Keywords @uf 28 p Count
P gerbils 640 [
P gerbil 295 |
P rat race a0 [
P gerbil cages 70 |
P gerbil care =5 [
P rmouse trap race car 34 |
P rodentia bl [
P gerbil breeding 18 |
P mongolian gerbils 17 [
P information on gerbils 17 |
P mouse trap race cars 16 [
P gerbils for sale 16 |
P gerbil newscast 16 [
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Remove only those terms that are totally inappropriate. Don’t worry too
much at this point about terms that are not used much or terms that may be

D ro p B O GI(S'.&I. I get to that topic in a moment.

Exporting the list

When you’re satisfied with your list, you can export it from Wordtracker. At
the top of the Step 3 page, click the Export Keywords button to open a
window that contains your compiled list. The window contains a list of key-
word phrases — a simple list with no numbers. To display the list with the
count and predict numbers, click the Click Here to Get a Tab Delimited List of
Keywords link.

You can highlight this list and copy and paste it into a word processor or text
editor. You can also click the Email Keywords button at the top of the Step 3
page to e-mail the list to yourself or to a colleague.

Competitive analysis

By doing a competitive analysis, you can identify terms that are searched for
frequently yet have low click costs. (Remember that Wordtracker is used for
natural search campaigns, too, so not all these features are related to PPC.)

To do a competitive analysis, click the Competition Search button at the top
of the Step 3 page. On the next page that appears (shown in Figure 4-8), you
can check pricing in several PPC systems, two at a time. At present, the only
major PPC system you can check is Yahoo! Search Marketing (Wordtracker
stills shows the old name, Overture). You can also check with GoClick.com, a
second-tier system, and Searchboss, a third-tier system. (Bay9, which is still
listed at the time of writing, is out of business.) Note that Wordtracker cannot
get information from Google AdWords; as you discover later (Chapter 9),
Google makes finding keyword click prices a little tricky.

When you run the search, Wordtracker checks with the PPC system to find
three types of information (see Figure 4-9):

v Count: The number of times the search term was found in the
Wordtracker database.

v 24Hrs: The number of times the search term is likely to be used each
day in the selected PPC system.

v Click prices: If competitors are already bidding on the term,
Wordtracker shows the click prices, up to 20 bids.
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Select up to two PPC systems

——in which Wordtracker

will check PPC pricing.

—You can ignore these settings.

BEST SEARCH TERMS FOR OVERTURE

Note:

Owerture gets 1.0200% of all search engine traffic (approx. 3 million a day).
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More ways to find keywords

D ro Q’Kﬁker has a number of other search tools available (although I mainly
st nes I discuss earlier in the chapter):

v Full Search: Wordtracker returns terms similar to the term you entered,
in the same conceptual ballpark (a very large ballpark, though).

v Simple Search: You can dump a bunch of keyword phrases into a text
box to find actual search terms that include those keywords. For exam-
ple, rat turns up rat terrier, pet rats, naked mole rat, and so on.

1 Exact/Precise Search: This is a mixture of several tools, including the
Exact Search (shows you exactly how people type a particular search
phrase — that is, the different case variations); the Compressed Exact
Search (the number of times people search for a particular phrase, with-
out regard to case differences); and the Precise Search (shows you
results for the precise phrase you enter, ignoring search terms typed
with different case — if you type rodent racing, you won’t see results for
Rodent Raching).

v Compressed Search: This is useful for finding plurals and singulars of
words from a single list.

v Comprehensive Search: You can dig out a few useful related terms
mixed in with a large number of unrelated terms.

v Misspelling Search: This is a good way to find common misspellings of
your keywords.

Narrowing Your Keyword Choices

If you follow the process of building a keyword list that | have discussed in
this chapter, you’ll probably end up with thousands of keywords. But do you
want them all? There are a few things to consider.

Specific is better than general

Specific search terms are generally better than broad terms. For example, if
you're selling tents, consider these related terms; notice how they get more
specific as you go down the list:

v camping

V¥ camping equipment

V¥ tents

v eureka tent
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DropBo

The first term is very general; if you're searching for camping, are you looking
for campsites, information about camping vacations, camp stoves . . . ? Camping
i t is a bit more specific, but there are many different types of camping

@ t — cooking gear, hiking gear, clothing, and so on. Tents is far more
specific, of course, but even this covers a lot of ground (if you'll excuse the
pun); people using the term may be looking for anything from tabletop tent
signs to huge circus tents, which you probably don’t sell. Eureka tent is more
specific still: It’s a particular brand of tent, so if someone searches on this,
there’s a very good chance he or she is interested in buying one.

Naturally, a general keyword is likely to have lower conversion rates overall:

v Most people searching on camping probably won’t click your ad because
they’re not buying tents; in fact, you want to write the ad in such a
manner to discourage them from clicking! (See Chapter 6.)

v It’s possible that the people who do click the ad won’t be as likely to buy
because some people will click out of pure curiosity, not because they
are looking for tents.

Look at your list for terms that are incredibly broad, too general to be of use.
You may be tempted to go after high-ranking words, but watch the conver-
sion ratios carefully (see Chapter 15) to ensure you’re not paying for a lot of
wasted clicks.

Suppose that your site is promoting degrees in information technology. You
discover that around 40 people search for this term each day, but approxi-
mately 1,500 people a day search on the term information technology. Do you
think that many people searching on the term information technology are
really looking for a degree? Probably not. Although the term generates 40,000
to 50,000 searches a month, few of these people are your targets.

You can see an example of a really bad choice of keyword in Figure 4-10. In
this case, the PPC ad is an IntelliTXT ad (we discuss these in Chapter 13).
When someone points at the keyword companies, an ad for a “travel and per-
manent nursing job company” appears. Of course, this is an example of how
“contextual” advertising often goes wrong — this ad is on a page related to
the PPC business — but in addition, it shows poor keyword choice. Sure, the
advertiser is a “company,” but that doesn’t mean it should have the ad placed
on the word companies!

“Does it really matter?” you ask. “Nobody’s going to click unless he or she is
looking for a nursing job, right?” Well, for the most part, you're right. But
some people are going to click this ad because of the “Oh, what’s this?”
factor. And now and then someone’s going to click because he or she is drunk
or not paying attention. This is, quite simply, the wrong place for this ad!
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Thillrecently-announced lawsuit against Google by Click Defense threatens not just the
in=®giant, but the entire revenue making model for most search engines, Is
B i AL ervasive as Click De i
/ it =S
1S

keyword is a
terrible
choice for
the ad.

Google Slapped with Click Fraud Lawsuit
{ Page 1 ofd )

Travel and Permanent Nursing Job Compan
The nightmare has been brewing for| Register to be submitted for travel and permanent
estimates of click fraud representing| Nursing positions in OR and nationwide.
advertising categories. Click fraud, 3 ) ww rntraveleriobs.com

pay-per-click ads are deliberately clil
the company represented by the ad. Sometimes performed by software, sometimes by
humans (some people are even paid by companies to perform the task), click fraud
could cost a company many thousands nﬁsﬁﬁsﬁm’e it realized what was happening.
et click fraud is an industry term, not a legal terrs’it is not legally defined as “fraud.”
But the lawsuit recently filed by Click Defense just might change that,

Different meanings

Take a look at your list to determine whether you have any words that may
have different meanings to different people. Sometimes you can immediately
spot such terms. One of my clients thought he should use the term cam on his
site. To him, the term referred to Complementary and Alternative Medicine. But
to the vast majority of searchers, cam means something different. Search
Wordtracker on the term cam, and you come up with phrases such as web
cams, web cam, free web cams, live web cams, cam, cams, live cams, live web
cams, and so on. To most searchers, the term cam refers to Web cams, cameras
used to place pictures and videos into Web sites. The phrases from this exam-
ple generate a tremendous amount of competition, but few of them would be
useful to my client.

Avoiding ambiguous terms

A client of mine wanted to promote a product designed to control fires. One
common term he came up with was fire control system. However, he discov-
ered that when he searched on that term, most sites that turned up don’t pro-
mote products related to stopping fires. Rather, they’re sites related to fire
control in the military sense: weapons-fire control.

This kind of ambiguity is something you really can’t determine from a system
such as Wordtracker, which tells you how often people search on a term. In
fact, it’s often hard to spot such terms even by searching to see what turns
up when you use the phrase. If a particular type of Web site turns up when
you search for the phrase, does that mean people using the phrase are look-
ing for that type of site? You can’t say for sure. A detailed analysis of your
Web site’s access logs may give you an idea.
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Building keyword phrases

D ro p B O Q@want to extrapolate from what you've found and create phrases that
0

ve may be searched on now and then. This is often done in particu-
lar in relation to state names.

For instance, you've found that the following phrases are quite common:

v rodent racing
v rodent race track

v rodent sports

You also realize that people often search for these venues in combination
with a location: rodent racing colorado, rodent race track in dallas, georgia
rodent sports, and so on.

Now, you haven’t actually found, for instance, rodent racing texas, but if such
location combinations are common, then people probably are searching on
the term now and then, or will in the future. So you could create more search
terms — many, many more, in fact. You could combine the three search
terms above with every city and state name in the United States, for instance.
You'll end up with a huge list, which won’t work well with Google — Google
doesn'’t like large lists of keywords that are infrequently searched on, and
may not let you use them (in fact Google makes it hard to work with very
large lists, unless you have a very large budget). But you may be able to use
these lists with other PPC systems.

Avoiding Trademark Problems

Can you bid on keywords that are also trademarked? Coca-Cola, Nike, Pre-
Paid Legal, NBC, AOL, HP, and so on?

Yes, you can, in some circumstances. There’s a lot of confusion about trade-
marked terms; many people seem to think they “belong” to the trademark
holders.

They don’t. The trademark holder has certain rights in relation to the term,
but they don’t have total control over its use. Thus, you can’t sell a drink
called Coca-Cola, but you can talk about Coca-Cola, put up a Web site dis-
cussing Coca-Cola — even saying how disgusting it is if you wish — or run
PPC ads related to Coca-Cola.
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In general, the PPC firms don’t really want to get involved in trademark
issues. As Google puts it in its Help Center, “we cannot arbitrate trademark

D r O p B O dikgbetween advertisers and trademark owners.”

Search on most well-known trademarks and you’ll find PPC ads. (Except, for
some reason, if you search at either Google or Yahoo! for the terms google or
yahoo, you will not find PPC ads!) The only restrictions, in general, seem to be
that those ads must still conform to the other requirements:

v If you say your product is better than Coca-Cola, you’d better have infor-
mation on your site that proves it.

v If you say you sell the trademarked product, you'd better do so.
v If you claim to be an authorized reseller, you must be one.

v If you say you provide competitive comparison information, you must
do so.

Of course, the devil is in the details, and some PPC companies have more
detailed requirements. For instance, if you claim to have product compar-
isons, Yahoo! demands that they be detailed and “spanning multiple dimen-
sions (for example, price, features, ingredients, third-party rankings, ratings
or awards, etc.) and clearly help consumers to make an informed decision
about the product or service.” In other words, you can’t simply compare your
soda to Coca-Cola by discussing the color of the cans.

If your site offers a comparison to a trademarked item, Yahoo! also requires
that you include the word Compare in the title: Compare Us to [Trademark
Term] or Compare Our Prices to [Trademark Owner]’s, for example. Yahoo!
also requires that advertisers agree that their ads and Web sites “do not vio-
late the trademark rights of others.”

There are actually two issues related to bidding on trademarks:

v Should an advertiser be able to bid on a trademarked keyword and run
an ad that mentions the trademark?

v Should an advertiser be able to bid on a trademarked keyword, and run
an ad that is not directly related to the keyword?

Sometimes companies run ads that are not directly related to the keywords.
GameFly.com knows that if you type the name of a video game into a search
engine, there’s a good chance you’re a potential customer, so it runs ads
about renting video games, but not about the specific game for which you
searched. So, should I be able to bid on vuitton if my ad is about handbags in
general, and not specifically Louis Vuitton handbags?

Different PPC systems treat these issues differently. On the one hand, Google
seems to accept both situations. I searched on vuitfon and found the results
shown in Figure 4-11. Nine ads, none of which mention Louis Vuitton, and
most of which don’t actually mention the brand on their landing pages.
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Figure 4-11:
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On the other hand, Yahoo! seems to be stricter. When I searched Yahoo!, I got
the results shown in Figure 4-12. In this case, there are only three ads, and all
of them mention Louis Vuitton products. Furthermore, all three link to land-
ing pages that contain information about Louis Vuitton products. So Yahoo!
allows the first situation, but not the second; you can bid on trademarked
terms as long as you link to a page with information about that trademarked
item.

#]Yahoo! Search Results for vuitton - Microsoft Internet Explorer
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Figure 4-12:
Yahoo!'s
trademark
policies are
much more
strict.
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Having said all that, it seems that this is somewhat of a “squeaky wheel” situa-
tion. Yahoo! doesn’t allow bidding on vuitfon if your ad is not directly related
sV uitton, but what happens if you search Yahoo! for, say, lord of the
D ro p B O o game? Two of the six ads are not related to lord of the rings specifi-
cally. It may be that the owner of the Louis Vuitton trademark has complained
to Yahoo! about ads appearing as a result of a search on that trademark.

Trademark law comes down to honesty. If you use someone’s trademark in
order to mislead people — to lead them to think that you sell that product
when you don't, for instance — then you are clearly infringing on someone’s
trademark. If you use it in an honest way — leading people to a product com-
parison, for instance — you are not infringing.
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DIrOpBOOﬁ'eating Landing Pages

In This Chapter

Understanding landing pages
Building landing pages that work
Making your Web site sell

Do not invest large sums of money into PPC advertising without first
thinking about landing pages. A landing page, often referred to by PPC
systems as the target URL or destination URL, is the page that people are sent
to when they click a link to your site. In this context, of course, a landing
page is a page that a PPC ad points to.

A good landing page helps sell; it’s the first step in the process of convincing
the visitor to your site to buy from you. Thus, when you point a PPC ad to
your site, you don’t, in most cases, want to simply point to your home page.
If you sell 100 products, and your ad is pushing a particular product, pointing
to your home page is going to lose a lot of people. Imagine Amazon.com run-
ning a PPC ad for video games and then landing people on the Amazon.com
home page. That’s not a great way to sell video games, is it? At the very least,
Amazon would want you to land on a video-game category page, and in many
cases, Amazon lands you on a very specific video-game page, as you see later
in this chapter.

But there’s another issue here that is also very important. Landing pages are
all very well, but your entire site should be created with the idea of selling in
mind. That’s something we’ll discuss under “Making Your Web Site Sell” later
in this chapter.

Landing Pages That Work

A good way to begin figuring out what a good landing page looks like is to
look at some examples of landing pages that work. I did a little test to see
what would happen when I searched for a video game and then visited some
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of the sites linked from the PPC ads. I searched Google for a game called
Conker: Live and Reloaded. (For those of you not fortunate enough to be

jlled, and threaded onto a string; the nuts are then battled against

D r O p B O d’k onkers is a kid’s game in which the nut of the horse chestnut tree is

|
Figure 5-1:
The PPC
ads
displayed
when
searching
for conker
live and
reloaded.
|

each other. The character Conker, from this British video game, is a squirrel.)
In Figure 5-1, you can see the ads that appeared.

Sponsored Links

#B Conker

Live amd Reloaded

Video Games at Arnazaon.corm
Wy AMAZON.Com

Conker live and reloaded
Conker live and reloaded
Get Into The Game at Target.com
vt getintothegarme.com

Conker live and reloaded

Hhox 360 or P53 Which Will Rock?
Vote To Earn Free Console Of Chaice
WA, SUIVEY-IUZZ.COM

Conker Live And Reloaded
Mew Games Up to 40% Off
Buy Conker Live And Reloaded
wawi e stprices cam

Don't Read Game Reviews

Rent Games Online instead. Fast &
Affordable. Get Games MNow. Try Free
Wi armefly.com

Eree Apple iPod: 20GB

Today Only. 5000 mp3s. Color Screen
Ags seen on CNN and MS-HBC

ey freeipods.com

Now remember, these ads are not necessarily directly related to Conker. Rather,
they’re placed there because the advertisers feel that the people who are
searching for Conker may be interested in what the advertiser is selling . . .
even if the advertiser is not selling Conker.

If you click the very first ad, you land at Amazon.com, as shown in Figure 5-2.
It’s a direct hit: a page that has a picture of the game and all the associated
information — the price, product description, reviews, and everything. If
you’d landed on Amazon.com’s home page, you would have had to search
again for the game, and a lot of people wouldn’t have bothered.

The next PPC ad on the list in Figure 5-1 points to a page at GetiIntoTheGame.
com, which is owned by Target. Again, it lands on a page directly related to
the game I searched for (see Figure 5-3). Not too bad, though I do think there
are some problems here. I had to look really carefully to discover that I can
buy the game through this site; the BUY NOW button is pretty indistinct and
well hidden. For a moment, | was almost convinced the site was an informa-
tion site, rather than a sales site.
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Figure 5-2:
Here's
Amazon’s
Conker
landing
page.
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In Figure 54, you can see what appeared when I clicked the third ad, a page at
Survey-Buzz.com. What is going on here? This site has nothing to do with
urvey-Buzz.com doesn’t sell it, and it has no information about the
D ro p B O (;1 Sts site. But it’s interested in people who are interested in Conker. In
fact, Survey-Buzz.com is owned by Netblue, Inc., a company that delivers sales
leads to Columbia House, Discover card, America Online, Video Professor, and
others. These systems generally work like this: You sign up with a variety of

offers, then get friends to sign up for a variety of offers, and then the company
sends you a free item — in this case, a free game system.

P By the way, you may be wondering if these free-this and free-that sites are for
real? Well, yes, they are, at least many are. FreeiPods.com, for instance, really
will send you a free iPod if you complete all the steps. The value of all the
leads they sell to these various companies far exceeds the cost of the prod-
ucts they have to give away.

Next on the list is BestPrices.com, and again, it lands directly on the Conker
page. After that, there’s GameFly.com. This company rents video games, and
the page you land on (Figure 5-5) has a very clear message, in large letters. It
rents video games, it delivers the games to you, and you can have a 10-day
free trial. A very clear, succinct message.

21 Which Next Gen Console Will Rack? - Micrasoft Interet Explorer ]

File Edit View Favarites Tools Help Q- NIRRT “ie 2 ity fowwy.survey-buzz,comfpopular-s ¥ | (B 0 ,'}“
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PlayStation. Free PS3! ¥
I
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Survey-
g
Buzz.com'’s
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The gluhe came (nge(her(nmgh(fﬂr the televised urwe\hm] ofthe th Seom mm genera(mn gamz gan En(ertzmmen(syytemﬁnm ansnft An Eitisnee of
|andin millioy watched *MTW Prasents: The Mest-Gansration Xbok Revealsd” a5 calebrities, profassionsl sthletas, musicis, and Kbow officials took the wraps off the
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|
Figure 5-5:
GameFly.
com's
Conker
landing
page.
|
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If you scroll down, you find more information, very clearly portrayed. It’s a
very direct, clear offer that works well, I'm sure. Is there any way it could be
improved? Perhaps if the page displayed the actual game that was searched
for at the search engine, though I'll admit that starts to get a little compli-
cated (definitely possible, however). It does display a few video game titles,
as you can see in Figure 5-5. And although Conker isn’t displayed here, when I
returned to the site a few days later, Conker was displayed on the home page.

Finally, FreelPods.com, another “giveaway” site similar to Survey-Buzz.com;
no information about Conker. The site is looking for game players, not selling
Conker.

Landing Pages That Could Be Better

Most PPC advertisers understand that the ads should link to something
related to the ad, especially advertisers who are successful at what they're
doing. But many advertisers, particularly small, unsophisticated businesses
that are just beginning, do a pretty bad job. In fact, many companies have
PPC ads that point to their home pages.
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Here’s an example. I searched Google for dog coat. Here’s the first PPC ad that

DropBo0okS.cs s

Puritan’s Pride: Buy 1 Get 2 Free
Quality, Discount-Priced Vitamins
www.puritan.com

Huh? Well, accidents happen. It turns out that Puritan’s Pride, a supplement
company, had assigned the wrong ad to the keyword on Google; Puritan’s
Price was bidding on the same keywords on Yahoo! but using an ad that
began with Dog Coat Supplements: Buy 1 Get 2 Free.

This ad was second:

Clothes for Small Dogs
Dog Clothes, Sweaters, Shirts, Coat

Shoes, Boots, Harnesses, Collars.
www.purecountry.net

When I clicked the second ad, I arrived at the page shown in Figure 5-6. This
time, I landed on the home page. There are two problems with this landing
page. First, why not take me directly to the dog coats page? This ad appears
when someone searches for dog coat, and the site sells dog coats. In some of
the example from the last section, the site doesn’t actually have the product
the searcher is looking for, which is okay — it’s trying to attract the type of
person who searches for Conker. But in this case, the site actually does have
dog coats, so why not go right there?

The second problem is that, well, the page is downright ugly. “That dog won’t
hunt,” as they say in Texas; it just won’t work. Ugly doesn’t sell, as I explain in
a more detail in the “Ugly doesn’t sell” section, later in this chapter. Okay, so
maybe the site does make some sales, and in fact this sort of product has a
bit of an exemption because people may assume the products are home-
made. [ believe when people are buying what they expect to be a hand-made,
homemade product, they don’t care so much about the professionalism of
the Web site. But in general, ugly does not work well.

Here’s another example. You figure out which is the best landing page. I
searched Google for ariakon paintball gun and clicked three of the PPC ads.
The corresponding landing pages appear in Figures 5-7, 5-8, and 5-9.

The best of the three is the last one, PaintBallPat.com; it takes me directly
into the page matching my search keywords. With the other two, [ have to
start digging around looking for what [ want. With Pat, [ immediately get to
view 11 different products matching exactly what I requested.
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Figure 5-6:
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Now, I don’t want to be too critical here. What I'm recommending is an ideal,
and it’s difficult to do if you have hundreds, perhaps thousands, of keywords

d‘K xre bidding on. But consider your goal: to match as closely as possi-

ywords people search on. Yes, it’s work, and it may not be some-
thing that you’ll ever do 100 percent perfectly. But it’s your goal.

Remember all those Conker ads? Amazon.com, GetIntoTheGame.com, and
BestPrices.com all used a landing page specific to the keywords entered into
the search engine. It can be done, it just takes a little time and effort.

Picking a Landing Page

So where do you point ads to? You point an ad to the most effective page for
that ad, the page that does the best job of “selling” the visitor based on what
that person is looking for.

That page is often not the site’s home page; Paintball Discounters would do
better to redirect that ad to a category page for the particular products. On
the other hand, for some companies — such as GameFly, which we looked at
before — the home page probably is the best place to direct people because
the home page has been built as the first step in the process of converting
visitors to customers . . . and because in both cases these are one-product
sites. They're selling one thing and one thing only.

In some cases you’re bringing people to a site to sell a product to them, the
product they searched for. In this case the product page is probably the best
landing page.

What should the landing page do? Step into the visitors’ shoes for a moment
and consider what they’re looking for. If a visitor searched on ariakon paint-
ball guns, what do they want to know?

1 What products match the search: If you have 20 different paintball guns,
make sure the landing page makes this clear.

v How much the product costs: | discuss that in more detail in the next
section.

v~ Shipping costs
v+ Product information
Perhaps most important, searchers want to know what they want to know

without spending much time finding the information. Make it easy to get to
everything.
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In other cases, of course, you're trying to involve people in more of a sales
process than just showing that you have the best price. Such a landing page

a different, more like the GameFly.com, Survey-Buzz.com, and

ter.com pages discussed earlier.

By the way, do you have to create landing pages for your ads? Maybe not. If
you're selling a product or service, trying to gather sales leads, or trying to
get people to carry out some other kind of action, doesn’t your Web site
already have pages designed to do this? If so, point people to those existing
pages. If not, you've got a problem. There’s nothing “special” about landing
pages; they should do what your site should be doing anyway: selling prod-
uct. Often the reason a company builds special landing pages for PPC cam-
paigns is because, on beginning the campaign, it’s discovered that the site is
a bad, bad site. Read “Making Your Web Site,” later in this chapter.

On the other hand, sometimes there are reasons to create landing pages.
Perhaps you’re selling a limited-supply or seasonal product purely through a
PPC campaign. You could then create a page purely for that campaign.

How do you ensure the page doesn’t turn up in the natural search results, so
you don’t have an old page for a nonexistent product indexed months later?
Create a text file named robots. txt in your Web site’s root directory. Then
add these lines to it:

User-agent: *
Disallow: /temp-products/productl23.html

This tells the search engines not to index the file named product123.html
in the directory named temp-products. Of course, you should substitute
the name and directory of your limited-time landing page instead.

However, if you have a page indexed by the search engines, bringing traffic to
your site, why not leave it there? Place text on the page explaining that the
offer is no longer available, and lead the visitors into your main site.

It’s Not Just about Pricing

This chapter is all about conversions; converting a visitor into a buyer, or
into a sales lead. So we can’t really discuss that subject without discussing
pricing.

If your pricing is too high, there’s nothing you can do. Regardless of how good
your landing page is, you won’t make sales. If you're selling a product for
$100, and your competitors sell it for $20, any sales you make will be acciden-
tal and may not “stick” (the order will likely be cancelled or returned). But
what if some competitors are selling for $20, and you're selling for $25? You
still have a real problem.
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Online buyers are very price-sensitive. In fact, over the last few years, the
Internet itself has become far more price-sensitive. A few years ago, [ wrote a
iLh the founders of CDnow.com; [ recall Jason Olim telling me that
D ro p B O S;m’s prices were good, but not the best. Selling online was far more
than just giving a low price, he said. It was about selection and service.

Today, things have changed. Luckily, selling online is still not just about low
prices; it’s also about selection and service . . . but low prices are far more
important now than they used to be, for two big reasons:

v It’s much easier to compare prices, thanks to shopping directories and
price-comparison services (see Chapter 14), such as Froogle and Yahoo!
Shopping.

v~ People are far less wary of buying online. They know that whomever
they buy from, they will probably get the product they ordered, so “com-
fort” is less important than price. Comfort is still important, just not as
important as it used to be.

People shop prices now, to a degree they simply didn’t do four or five years
ago. So what do you do if your pricing isn’t so great? You're going to have to
find other reasons for people to buy from you. Here are a few ideas:

+ Bundle items together. Although your price might be a little higher than
competitors, it still seems reasonable because of the items that come
with them. for example, include 200 paintballs with every paintball gun.

v Provide free shipping. This is often a real benefit because people don’t
like having to dig through sites trying to figure out how much shipping
costs.

v Work on the “comfort factor.” Find ways to make people feel more com-
fortable buying from you. Sure, people want a low price and aren’t too
worried about buying online, but still, they’d prefer to buy from some-
one reliable.

Well-designed sites with pages that look professional increase the com-
fort factor. (See “Ugly doesn’t sell,” later in this chapter.)

\J
) v Include a phone number. Testing shows that the prominent display of a

phone number on a Web site doesn’t increase phone calls much, but
does increase sales, all because of the comfort factor.

+ Don’t look like you’re hiding. Provide background information that
says who you are; if your Web site is the online component of a company
that owns 20 brick-and-mortar stores, make sure people know that; it
really helps build credibility. Sites that convey a personal feel — that
convince the buyer there are real people behind the site — increase the
comfort level.
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Landing Page Tips
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G’ ked a few general concepts about landing pages, from making your

landing page match the ad to making the offer competitive. But, of course,
the devil’s in the details, and there are a number of details you should be
aware of . . . so let’s consider a few specific tips related to your landing pages,
from relevance to testing.

Make your landing pages relevant

Landing pages should be relevant. That is, they should be related as closely
as possible to the keywords and ad. In fact, it’s important to understand that
there are two forms of relevance:

v Relevant to the keyword the searcher typed

v Relevant to your ad text

Your landing page must have some degree of relevance to both keyword and
ad, though less to the keyword than to the ad, of course. Consider the ad for
GameFly.com that appeared when I typed conker: live and reloaded into
Google (refer to Figure 5-1):

Don’t Read Game Reviews

Rent Games Online instead. Fast &
Affordable. Get Games Now. Try Free
www.gamefly.com

This ad is not directly relevant to the search keywords; it’s only peripherally
relevant, and the landing page that it leads to is also not particularly relevant
to the keywords. It’s not related to Conker; GameFly posted the ad because its
marketers know that anyone searching for Conker is likely to be a potential
customer for its game-rental business. The Amazon.com and
GetIntoTheGame.com landing pages are more relevant to the keywords; they
are about the specific game, Conker.

On the other hand, the GameFly.com landing page is very relevant to the ad.
It brings the searcher directly to the page that begins the selling process for
the game-rental service. If GameFly.com had landed the searcher on a more
traditional “who we are and what we do” corporate-type page, that would
have been less relevant and certainly less effective.

Of course, the GameFly.com landing page could also have been made more
relevant to the keywords used; if GameFly.com had landed the searcher on a
page that contained information about that particular game — Don’t Buy This
Game, Rent It!, for instance — the searcher might be more likely to sign up
and rent that particular game.
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The more relevant to both keyword and ad the better. But to some degree,
your landing page has to be relevant to the ad, even if not to the keyword.

é gch engines want to provide relevant search results, so ads have to be

eripherally relevant to the keywords . . . but they also don’t want
their results to be misleading, so they don’t look kindly on ads that are not
relevant; they want you to point to pages that provide the information
promised in the ad.

Think of the landing page as an extension of the ad. Does the landing page seem
to follow naturally from the ad, or is there a distinct break? If GameFly.com
directed people from its ads to its corporate page, there would be a jarring dis-
connect. The way they have it set up now, you see an ad pitching the idea of
renting games and then land on a page that explains the concept.

Design pages to be clear

Create a clear message on your landing pages. Don’t throw too much clutter
at the visitor — use large text, images, and a few simple ideas. Place all the
important stuff near the top of the page; “above the fold” as it’s known in
both the newspaper and Web business. Above the fold in Web terms means
the portion of a Web page that appears when the page is first loaded into a
browser; the portion of the page visible if you scroll down is below the fold.
Consider the GameFly.com page we saw earlier (Figure 5-5). All the important
stuff is above the fold.

Of course, above and below depend on the screen resolution. You should
assume that people are viewing your page with a resolution of 800 x 600
because many are. It’s better to design pages for this lower resolution and
have it work well in this and higher resolutions than to design it for higher
resolutions and have it “fail” in the very common 800-x-600 resolution.

Call to action

If you've been involved in sales and marketing, you've probably heard the
term call to action. You have to tell someone what you want him to do, tell him
clearly, and tell him multiple times: Buy, Buy Now!, Start 10-Day Free Trial, Try It
Free Now, Learn More, and so on. Use big, bright buttons, and use them more
than once if necessary. It always amazes me how often site designers make me
dig around to figure out what I'm supposed to do next. Make it easy for people
to do what you need them to do, and they will be more likely to do it.

Compare the landing page in Figure 5-10 (from another game-rental company,
Intelliflix.com) with the GameFly.com landing page you saw earlier (Figure 5-5).
Which is clearer? Which is a clearer call to action?
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The Intelliflix landing page breaks all sorts of rules. It’s cluttered, the design
is bad — laying text over the photo makes it hard to read, for instance — and
the call to action is weak. Why is the designer so ashamed of the Join Now
button that he has to hide it down in the bottom right? Compare the Join
Now button with GameFly’s big, red, in-your-face Start 10-Day Free Trial
button. GameFly knows how to ask for the action, Intelliflix simply doesn’t. Of
course this is a weaker offer, too — “give us your money now” as opposed to
“try it free for ten days.”

Make your calls to action prominent and clear, and make them multiple times.

Think about the message

Your landing page is a marketing piece; it contains a marketing message,
whether you realize it or not. It might be a weak marketing message, like the
one on the game-rental site in Figure 5-10, or it might be a strong one, like
GameFly’s (Figure 5-5).

Look at the GameFly landing page and you’ll find a marketing message that
contains these ideas:

v Rent video games (instead of buy)

v Unlimited rentals
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v 2,500 titles — plenty of choice!

A free trial of the service
D ro p B O O 12 Yee issues of a game magazine

The free trial is great; anything free is good, but it’s easier to sell something
to someone when it’s free. Of course, they’ll have to pay for it eventually, but
it’s easier to sell something to someone when they’ve already made the deci-
sion to use it. It’s called the “puppy dog close.” Let someone take home a
puppy to see whether she’ll like it and then see if she can bear to return it!
She’ll probably pay rather than lose the puppy.

If all that isn’t enough, anyone who scrolls down below the fold sees more:

v No due date, no late fees

v Play (rent) two games at a time

v Prepaid mail both ways

v A simple diagram showing how the system works:
1. Pick your games.
2. Check your mailbox.
3. Play and send back for more.

v Games for six different game systems

It’s a nice, clean, succinct marketing message. And if it’s still not enough, a
Help/FAQ link and a Learn More link are available.

Here’s something else to think about: When I e-mailed Intelliflix (refer to
Figure 5-10) to ask whether it offered a free trial, it said no. But it did tell me
that it had the lowest price in the business and also had a huge selection:
40,000 games and movies compared to GameFly’s 2,500 games. (GameFly, by
the way, is probably the “brand name” in this business, the one to beat.)

Does its landing page tell me this? It doesn’t say anywhere that it’s price is
the lowest, and doesn’t compare it’s library size to Gamefly. Does its landing
page give me any reason to buy from it? No.

Be careful not to lead them away

Make sure you don’t lead your visitors away from your message. As an exam-
ple, GameFly has a large image that says “Join now and receive 12 issues of
PSM or OXM. See details.” If you click the image, a small window pops up
(see Figure 5-11).
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Figure 5-11:
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This window gets the message across — after your free trial, when you
become a paying member, you get a free subscription to Independent
PlayStation 2 Magazine or Official Xbox Magazine — but doesn’t take you
away from the landing page. Click the prominent Close Window button, and
you’re right back at the main message.

Most products need ancillary information; some people need to see it before
they buy, others don'’t. If you have to provide additional information, use
some kind of mechanism that

v Doesn’t clutter your main message.
v s available for those people who need an extra push before they buy.

v Doesn’t take people away, but remains part of the main process.

Test your landing pages

There are real similarities between selling online and the direct-mail business
and huge similarities between PPC campaigns and direct mail. What do suc-
cessful direct-mail marketers do? They test, over and over again. You should
do the same with your landing pages if at all possible. (Companies doing mil-
lions of dollars in sales online each year should constantly be testing.
Companies doing a few bucks a week will have fewer resources to assign to
such a task.)
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Try different messages, different page layouts, different processes. There
are even special software tools that will help you do what is known as A/B

D ro p B O Gkgs they help you switch out pages and keep track of which ones do
Vour Site’s Part of the PPC Campaign

PPC is not just about placing ads. If it were, everyone would make money
(and most people, as I may have mentioned before, probably don’t). A PPC
campaign contains two components:

v Off-site: The ad, placed on someone else’s Web site, designed to push
visitors to your site.

v On-site: Your Web site, designed to turn visitors into customers.

Now, before someone (such as you or my editor) complains that all this is not
really related to PPC, [ want to make the point that it most definitely is. I
know of companies that are losing money with PPC by pointing PPC ads to
poorly designed landing pages on poorly designed Web sites. It’s not just
about the landing page. If you have the best landing page in the world but
then lead people into a cluttered, confusing, nasty little Web site, you're still
going to lose the PPC game!

One of my clients, who hired me for a Search Engine Optimization project,
complained that he couldn’t get his PPC ads to work. “Your site is horrible,”
[ told him (in a slightly more tactful way). There was nothing wrong with his
ads; it was the site that had the problem.

So I spend a bit of time on this subject of good-looking Web sites in the fol-
lowing sections because it’s really important. A PPC campaign isn’t just a col-
lection of keywords and ads; your Web site is a critical part of it. If your site
stinks, so will your PPC campaign.

Making VYour Web Site Sell

I spend a lot of time talking to Web site owners and managers, often during
phone consultations in which we spend an hour or two looking at their sites
and discussing problems and ways to fix them. And one of the most common
problems I see is that sites are usually built without considering what they’re
supposed to do and how they’re supposed to do it.
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I recently spoke with a client who had recently spent $20,000 building a site.
He called me because he knew something was wrong. People (though admit-

Gkgenough) were arriving at the site, but they weren’t calling. (This
i

s very expensive software, in the tens of thousands of dollars, so
sales are not completed online.) The problem was that the site simply did an
awful job of selling. By selling, ] mean the process of convincing someone to
carry out some kind of action — to actually buy, or perhaps to call or e-mail.

He — and the two staff members on the conference call — “got it” as soon as
[ pointed out the problems. This isn’t brain surgery. I asked what they wanted
the home page to do, and someone said “get people to arrange a software
demo.” So I asked, “And does this home page do that?” And the reply came
back . . . well, no reply came back for a few moments, just silence. They knew
exactly what I meant. The page was cluttered, half the page was covered with
a large image that said absolutely nothing about their business or software,
there were no “calls to action,” and so on.

So let’s quickly look at the subject of making a site that sells . . . so you can
avoid paying to push people to a site that doesn’t.

Traditional Web site planning

Here’s how Web sites are usually built; see if this sounds familiar (like your
site, maybe?):

1. You or your company decides you need a Web site, or perhaps a replace-
ment site.

2. Someone comes up with a list of things that the site must contain,
such as

¢ Contact information

e An About Us page

® Press releases

e FAQs

¢ Case studies

¢ Products
3. You find a Web designer, any Web designer. (They’re all the same, right?)
4. You tell the Web designer what goes on the site.

5. The Web designer creates a navigation structure that allows visitors to
get to all these different things and creates some kind of pretty graphical
design.
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6. You take a look, change a few colors, shift things around on the navbar,
and give the go-ahead.

D o p B 00 klgdesigner builds the site.

This, or something pretty similar, is how sites are generally built.

The right way to plan a Web site!

Before you can build a Web site, there are a few things you must understand.

First, you have to understand that a Web site is a piece of software. People

click buttons, don’t they? They make choices in drop-down list boxes, select

option buttons, fill in forms, and so on. It’s a piece of software, not a piece of

graphic design. So the software design comes first, and graphic design comes

second. In other words, if you are asking a designer to create an attractive
CMBER Web site for you, you're doing things backward.

v Function comes first!

v Graphic design comes second!

When you first begin building a Web site, forget about graphic design; it’s not
important. An attractive site — such as the ones owned by a number of my
clients — is worthless if the site doesn’t accomplish anything, rather like an
attractive facade on a building that’s rotting inside.

Now, if a Web site is a piece of software, you have to think about what the soft-
ware will do. A Web site, in the context considered here, is a piece of sales soft-
ware. It’s designed to sell — to sell a product, a service, an idea. It’s designed to
get someone to take some kind of action that moves them through the sales
“funnel” — to place an order, to call you and talk about your products, to
request more information, to schedule a software demo, and so on.

If you build your site by using the method I outlined in the previous section,
you won’t end up with a piece of sales software that does a good job of sell-
ing and getting visitors to take some kind of action. Instead, you’ll end up
with a really pretty site that people will look at just before they purchase
products from your competitors.

Almost invariably, when [ ask my clients whether they considered the follow-
ing questions before building their sites, they say no. These are questions
that often arise after they have built their sites — $20,000 later, $100,000 later,
$250,000 later . . .
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v What should the site achieve?

T(What things must we make visitors to the site do in order to achieve our
s?

DropBoo

v Where will we lead visitors?
v How will we “convert” visitors into buyers or sales leads?

1 How do we create the right impression (competence, experience,
trustworthiness)?

This is a process that begins with the abstract — what is the site for? — and
ends with the specific — how will the pages be laid out and how will those
pages connect to each other in order to get the visitors to carry out the
action you want them to carry out.

A Web site, being a piece of software, is all about process. The visitor must do
this, then do that, then do another thing, and finally you end up with a sale or
a sales lead. The traditional site-building method does not consider process;
it’s simply an information repository. Over here you have contact informa-
tion; over there, press releases; in this area, the management team. Sites built
like this don’t get the job done. Sure, you need to present all this information,
but it doesn’t work as far as getting visitors involved in a process goes!

The Blockbuster Web site, shown in Figure 5-12, is a good example of a well-
designed site. Blockbuster knows exactly what it wants you to do when you
visit the site: sign up for its new, online DVD-rental service. But, you splutter,

+ What about existing members? They don’t want to see this! In most
cases, they won'’t. After you sign up, when you arrive at the Web site,
you see your account page instead.

v What about visitors who are purely interested in corporate informa-
tion? Some companies actually have two domain names, one for purely
corporate purposes and one for customers. (Dex Media, a large Yellow
Pages publisher, does this; see www . DexMedia.com and www . Dex
Online.com.) In Blockbuster’s case, it’s all one domain name, but
there’s an About Blockbuster link to a corporate “sub-site” at the bottom
of the home page.

+ What about people who want all the other stuff — customer service,
store locator, investor relations, and so on? Yep, there are links to all
these things, too, at the bottom of the page.

Now, I'm not saying that every site should look like this. But in this case,
Blockbuster really has one main goal — to get you to sign up for a rental
membership. Perhaps you have two, three, or four goals (going over this
number gets difficult). Here’s another example, a site that actually looks more
traditional yet still does a good job of “channeling” people in the right direc-
tion. In Figure 5-13, you see HomeGain.com, a popular real-estate site.
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Figure 5-12:
The
Blockbuster
Web site,
built with a
process

in mind.
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Figure 5-13:
HomeGain.
com also
does a great
job of
leading
people in
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What is your eye drawn to when you look at the HomeGain page? It’s pulled
to four components: Find and Compare REALTORS, What’s Your Home
Worth?, View Homes for Sale, and Get a Mortgage.
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What'’s the bet these are the choices HomeGain wants you to make? Note that
there’s plenty more information available. The main navigation and the links at
m allow a visitor to find all the usual, mundane stuff: press releases,
D ro p B O d jate program, the corporate info, and so on. But the focus of the page

remains on these four choices, the ones HomeGain makes money on.

Tips for an Effective Web Site

Once again, the devil’s in the details. Let’s consider a few quick tips — a few
things to think about when planning your site — to help you build a Web site
that sells.

Consider the marketing message

If a Web site is a piece of sales software, then the message is essential. Most
Web sites have no real message beyond “here’s some stuff for you; come and
get it.” Your site, to have the best chance of succeeding (not just in PPC cam-
paigns but in all ways), needs to have some kind of message. We've seen a
few good examples in this chapter, of course — GameFly’s marketing mes-
sage is clear and succinct.

Admittedly, the situation is not so clear when you have a site that sells large
numbers of products; I discuss this situation in “Pure E-commerce Sites,”
later in this chapter.

Focusing your Web site

Don’t throw a thousand different ideas and products at people on one page.
Keep it to three or four main choices, with a number of other choices avail-
able if the visitor decides to look closer. With just one to four different
choices, you can create a design that puts those choices front and center,
drawing the eye to the choices and allowing the visitor to quickly read and
understand the choices.

Remove clutter

Clutter is the enemy of clarity. You want a clear message, and if your page is
full of extraneous information, you’re confusing the message. Visit some sites
and look carefully to see how much really isn’t necessary. In particular,
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bloated, boring, self-congratulatory “who we are” text on home pages, and
uge, pointless logs and graphics. I often run across Web sites with virtually

h
D ro p B O G‘ Salf of the page taken up with a logo, navigation bar, or utterly mean-
aphic.

Get rid of this stuff; it just gets in the way of the message.

Use images and boxes to attract the eye

You want to attract the eye to the message; using boxes and images, com-
bined with large, colored text, can often work well. For instance, the
HomeGain.com home page (Figure 5-13) pulls your eye to the four main
choices by using the four circular images next to the large headings. On the
Amazon site, boxes are used to separate different messages and help the eye
scan the page and pick out those different messages quickly.

Ugly doesn’t sell

People occasionally e-mail me that they’ve had their site up “for months now,
and haven’t sold a thing; can you take a look and tell me why?” [ type the URL
into my browser, wait for the page to load, and then am knocked out of my
chair by the unadulterated grotesqueness of the page! (I now keep a pair of
very heavily shaded sunglasses — polarized, UV filtered, glare-protected glac-
ier glasses — for these very cases. If [ get a gut feeling that the site I'm about
to see is one of these horrible things, on go the glasses.)

[ don’t get it. | know some people are colorblind, but are some ugly blind?
Can’t they see?

Here’s the fact: Ugly doesn’t sell. By ugly, | mean a range of problems:

v Awful color combinations that just don’t work
v Terrible typeface choices, making the pages close to unreadable

v Combinations of fonts and colors that make the text close to unreadable —
such as white text on black backgrounds (no, it’s not cool)

v Cutesy backgrounds that look . . . cutesy, not professional

v Incredibly clunky images that look like they were created by an amateur
in front of the TV one evening

v Messy page layouts that look amateurish



1 ’ 6 Part I: Preparing for Your Campaign

I sometimes help clients build Web sites, but I know my limitations. 'm not a
graphic designer, and I don’t pretend to be one; I'll build sites, but find an

do the graphic design. Way too many people out there have
ro p O go “play” graphic designer. If you're not one, don’t try to act like one.

WNG/
&

Having said that, be careful with graphic designers. Too many people in the
Web business build beautiful pages that are not particularly functional, and
some of them like to use every graphic design tool in the box, making your
site beautiful but unusable.

Remember that your Web pages are your face to the world. Ugly, clunky, ama-
teurish pages send a message: “We're clunky, ugly amateurs.”

Think about our discussions of ROI in Chapter 3 and then remember this:

v Ugly = Low Conversions

v Amateurish = Low Conversions

Would you buy from a horrible little site that looks like it was built by one-
handed gnomes? Well, if you wouldn’t, why would anyone else? They don’t.

By the way, I do understand that many small businesses have money issues;
they can’t afford a top professional designer. But there is actually no direct
correlation between good Web design and dollars. It’s possible to pay very
little and get a decent site or to pay a lot and get garbage.

If, thanks to budgetary considerations — you’re stone cold broke and plan to
pay the designer with food — you have to use Cousin Joe the fireman to
create your site, or perhaps your sophomore daughter, Jenny. (I've seen both
situations.) If both Joe and Jenny have, let’s say, less-than-adequate design
skills, what do you do? Buy some templates! Search online for web page tem-
plates and then spend a few hours looking for something nice. Even if you
you’ve got the slimmest of budgets and have to use a non-designer to create
your site, you still don’t settle for a lousy design.

There’s a level below which you must not go. Remember the phrase “the
kingdom was lost for the want of a nail”? Or “penny smart, pound foolish”?
Saving money short-term by creating a bad Web site will cost you long-term
by increasing your click costs.

Pure E-commerce Sites

It’s true that pure e-commerce sites that sell more than a handful of products —
in particular, Web sites that sell thousands of products in dozens or even hun-
dreds of categories — present a special challenge when trying to create a site
that sells. How do you “lead” people in one or two directions when you actually
have thousands of stories to tell?
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Amazon doesn’t focus on a small number of marketing messages overall,
but the site definitely does use clear marketing messages throughout. In

Audio area, that it’s pushing its new Free Shipping program

D r O p B O d%g& you see that the Amazon.com home page tries to lead you into

|
Figure 5-14:
The
Amazon.
com home
page.
|

(Amazon Prime), and that it’s promoting an Outdoor Furniture Clearance.
Down the right side, Amazon uses several little boxes to pull you to other
promotions.

Of course, some observers say that Amazon is not the epitome of well-
designed sites, anyway, and that it’s way too cluttered. Take a look at
AllAboardToys.com (Figure 5-15), a good example of a site that prides itself
on being easier to use than Amazon. You can see that the buttons at the top
clearly lead people into various product categories — Sesame Street,
Madeline, Winnie the Pooh, and so on — while there’s also a prominent
Search box in the middle of the page. Of course, AllAboardToys focuses on
far fewer products than Amazon does, too.
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PPC Rules of Landing Pages

By the way, you should also be aware that the PPC firms themselves have
their own landing-page requirements. You've already learned that the PPC
firms require that the landing pages are relevant to the ads. In addition there
are other regulations, in particular these two:

v The Back button must work properly — the visitor must be able to click
the button and return to the search engine.

v The page should not display pop-ups when the page loads.



Chapter 6

DropBOOKS in the Right Words
for Your Ad

In This Chapter
Understanding the benefits of good ads

Encouraging clicks
Discouraging clicks

Avoiding rejections

ou may think [ wrote this book backward. In the preceding chapter, I

look at how to create landing pages, and now I'm going to look at how to
write the ads that bring people to those landing pages. But creating landing
pages is a much more complex issue than creating the ads, so you may be
able to put off the ad-writing process for a while.

[ assume, however, that you've figured out the landing-page thing, and you’re
ready to roll. It’s time to consider those ads.

Note that each PPC system is a little different. They have different allowable
ad widths, a different number of lines, and different regulations. But many of
the concepts are similar, so I discuss them in general terms here.

PPC ads are a little different from television, newspaper, and radio ads and
other types of advertisements. In most cases, you want as many people as
possible to get involved in your ad — to spend time thinking about your
products and services.



1 20 Part I: Preparing for Your Campaign

With PPC, you actually have two aims:
D r O B O OKsre that your prospects — potential buyers — click on the ad.
p re that people who are not your prospects do not click on the ad.
Avoiding attention is a big part of the game — every click costs, so you want

to avoid the clicks that are not worth paying for. In this chapter, I help you
maximize the good clicks and minimize the bad clicks.

Small Changes = Huge Benefits

A combination of a good ad and a good landing page can make all the differ-
ence to your PPC campaign — the difference between failure and success or
average success and mind-blowing success.

Small changes in the results from an ad make a huge difference to your cam-
paign’s profitability. Here is an example: Imagine that you're selling a product
that has a gross profit of $75 (see Chapter 3 for a discussion of gross profit)
and running an ad with these numbers:

Number of times ad is displayed 100,000
Conversion (click-through) rate 1%
Number of times clicked 1,000
Cost per click $0.35
Total cost of clicks $350
Conversion (buy) rate 1%
Number of sales 10
Click cost per sale $35
Gross Profit per sale (before click costs) $75
Gross Profit for all sales (before click costs) $750
Gross Profit for all sales (after click costs) $400
Campaign ROI 114%

It’s time to tweak. First, look at what happens if you replace a mediocre ad
with one on which 5 percent of the people who see the ad click it. (The itali-

cized numbers show the changes.)



Nygnber of times ad is displayed
D ro p B O OR n (click-through) rate

Number of times clicked

Cost per click

Total cost of clicks

Conversion (buy) rate

Number of sales

Click cost per sale

Gross Profit per sale (before click costs)
Gross Profit for all sales (before click costs)
Gross Profit for all sales (after click costs)

Campaign ROI

Chapter 6: Finding the Right Words for Your Ad

Original
100,000
1%
1,000
$0.35
$350
1%

10

$35

$75
$750
$400
114%

121

Now
100,000
5%
5,000
$0.35
$1,750
1%

50

$35
$75
$3,750
$2,000
114%

This is, in effect, a comparison between an ad that people sometimes click
on, and one that they frequently click on. In this case, a profit of $3,750
instead of $400. The ROI remains the same — you’ll have to spend the same
amount to generate each dollar of profit — but your volume is much higher.

Now look at what can happen if you can convince just one more person out
of 100 to buy from you. (Of course, this is not caused by just the ad; the com-
bination of both the ad and the landing page affects conversions.) In this
example, | set the ad conversion rate back to 1 percent and increase the
sales-conversion rate. Again, italicized numbers indicate changes.

Number of times ad is displayed
Conversion (click-through) rate

Number of times clicked

Cost per click

Total cost of clicks

Conversion (buy) rate

Number of sales

Click cost per sale

Gross Profit per sale (before click costs)
Gross Profit for all sales (before click costs)
Gross Profit for all sales (after click costs)

Campaign ROI

Original
100,000
1%
1,000
$0.35
$350
1%

10

$35

$75
$750
$400
114%

Now
100,000
1%
1,000
$0.35
$350
2%

20
$17.50
$75
$1,500
$1,150
329%
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The same number of people arrive at your site this time, so the total click
costs are the same. But your total sales and ROI are much higher. In this case,

olhyineing just one extra person out of 100 to take the desired action on your
ro p O Gt S‘y triples the return on investment and profits.
Of course, if you combine the two components — a higher click-through rate
and a higher sales-conversion rate — then the effects are spectacular.

Original Now

Number of times ad is displayed 100,000 100,000
Conversion (click-through) rate 1% 5%
Number of times clicked 1,000 5,000
Cost per click $0.35 $0.35
Total cost of clicks $350 31,750
Conversion (buy) rate 1% 2%
Number of sales 10 100
Click cost per sale $35 $17.50
Gross Profit per sale (before click costs) $75 $75
Gross Profit for all sales (before click costs) $750 $7,500
Gross Profit for all sales (after click costs) $400 $5,750
Campaign ROI 114% 329%

As you can see, the combination creates a huge jump in gross profit. Now,
here’s what’s important to understand. These numbers are in the realm of the
possible. It is possible to greatly increase the number of people clicking your
ads, and it is possible, through a combination of good ads and good landing
pages, to add a percentage to your conversion rates. Sure, if you're already
doing a great job, making another jump is tough. But most advertisers are not
doing a great job, so these large improvements are quite possible.

Different Systems, Different Ads

In general, PPC ads are small, which is both good and bad. Good because,
hey, how long can it take to create a 12-word ad? I'm not talking about 12
pages here, just 12 words. Bad because, well, writing an effective 12-word ad
can be tricky!
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DropBo

|
Figure 6-1:
An example
PPC ad from
Google
AdWords.
|

ok

No PPC ad is huge, but different PPC systems give you different amounts of
space to play with. Google is particularly stingy. Some of the third-tier sys-
vide far more room; they’re trying to be more competitive, after all.

Yahoo! provides a lot more space.) Google has the brand name, and
the folks there figure you'll take what it gives you, so Po-Dunk Pay Per Click
needs to work a little harder to please you.

Table 6-1 shows a few ad sizes, the number of lines, and the number of char-
acters on each line for a few of the more popular PPC systems. See Figure 6-1
for an example of a PPC ad.

Table 6-1 Ad Field Lengths for Popular PPC Systems
PPC System Headline No. of Line Length  Display URL Target URL
Length Lines (Characters) Length Length
(Characters) (Characters) (Characters)
Google 25 2 35 35 1,024
Yahoo! Top 40 1 190 120 1,024
Yahoo! Side 40 3 ~80 charac- 27 1,024
ters, wrapped
onto 3 lines
MSN 25 1 70 35 1,022

Note that Yahoo! doesn’t really have a Display URL field; it grabs the domain
portion from your Target URL and uses that. The Display URL numbers
shown in the table are how much space is available in those positions.

The Headline or Title
Ad Lines or Description

Note that the ad has both a Display URL and Target URL. Virtually all PPC ads
end with the URL of the site that the ad points to — www . eBay . com, www.
GameF1ly.com, and so on — but that’s usually the URL of the home page and
not really the page that the ad actually points to. Clicking the ad takes you to
a landing page, which is deeper into the Web site than just the home page. So
when you create your ad, you provide a target or destination URL, the URL of
the landing page associated with the ad (see Chapter 5 for information on
landing pages).
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Also note that, in some cases, lines will wrap or even be truncated. Google’s
ads have two lines (in addition to the description or title line). If an ad is
C the right side of the search-results page, the two lines are displayed
D ro p B O e the other; if the ad is placed along the top of the search results, the
lines are placed together on a single line. Regardless of whether the ad is on
top or the right, the entire ad is displayed, all words and characters.

On the other hand, Yahoo!’s ads have a single, very long line (up to 190 char-
acters long) that are sometimes truncated when the ads appear on the right
side of the results page. You can see in Figure 6-2 that the last lines of some of
the ads on the right side trail off with an ellipsis at the end of the description.

The first ad at the top of the page is truncated. Here’s what the full ad looks
like:

Video Game Design School
Prepare for an exciting new career by learning valuable game

design skills at Collins College in Tempe, Arizona. Request
official school info today.
videogame.career-edu.org

Z] Yahoo! Search Results for video games - Microsoft Internet Explorer

A

»
File Edit View Favorites Tools He Address_gjhttp:f/search‘yahao.com/search?g:v\dewgamcV%GD Google~ tine zones "l‘

Search Results Results 1 - 10 of sbout 603,000,000 for video games - 0.03 sec, (About this page) |[#

Also try: pew xhox video games, star wars video games, free video games Iore sPO uLTs

Video Game Design School
Prepare for an exciting new
career by learning valuable
game design ekills at Colling
videogame. career-edu.ory

SPONSOR RESULTS

+ Video Games at ACL com The new AOL portal is free for everyone, members and nan-members alike, and offers a
universe of updated video content including news, music, movie-clips and mare
iy, a0l com

« The Game usic and Videos at AOL Wusic Watch The Game videos, listen to new singles and more at A0L
Mugic. Pictures, bios, latest music hits and more.
music.aol.com

Get More Yalue for Your Used
Video Games

Trade your old games for new
games, dvds, or CDs you really
wiant. Free to list and

v Video Games on Yahoo! Shopping Wy harterbee com
Yahoo! Shortcut - About

Get a Free XBOX 360 Video
Game System

Get a free Xbox 360 with free
shipping and no commitments
Get it now.

wews Inokdog. com

1. GameSpot=
garming site offering software and hardware reviews, features, demos, links, hints, cheats, and tech support for all major
platforms.

I 2. GameZone® Kavi Interactive Video Games
news and reviews for computer and consale games. Get off the couch and into your
1 D Category: games. Kavix system
Flg“re 6 2 W gamezone. com - hore frorm thi Save ick technology senses your
movements,
LOOk 3. IGh.com = WU XEYIH . COM
netwark of

carEfUHV at Categary: £ Video Games at GrandFainte
the ads on e ign. Col GrandFointe. com offers a large

selection of electronics - DVD
players, digital...
wwy. grandpointe.com

Yahoo! Games: Games Domain =
game news, reviews, trailers, and other resources for multiple platforms
Categary: \ s

the right 4
side; they've

hiorgans Outdoor Camping

been Accessories
5. GamePro.com - Your PS 2, Xbox, GameCube PC Game, and Game Boy Advance information site ® Camping tents, apparel,
truncated GamePro.com features the best in gaming news and reviews, all the latest cheats, codes, strategies and pra tips, your binoculars, batteries and more

source for previews and first looks, plus lots of demos, downloads, and screenshots on the hottest computer and video

Also printers, video games,

v

B Internet
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Of course, this really means that if you're creating ads for Yahoo!, you need to
consider placement; if you're planning to place your ads in one of the top two

i , create a larger ad, but if you are targeting position number three or
ro p O @ Sate a smaller ad.

Viewing the Editorial Guidelines

Pretty much every PPC system has documents that explain how to create ads
that work and what you can and cannot say in the ads. You should check with
the PPC system for which you're creating ads to see what their guidelines

say. Both Google and Yahoo! are pretty strict about the different terms you
can use, while many of the smaller systems are nowhere near as picky.

Remember, the PPC systems have two basic concerns. They want you to
create ads that

v Work well. The more people click the ad, the more money the PPC
system makes; the more you sell, the more ads you'll place.

v Are good search results. The PPC system wants to provide good search
results to searchers to keep them coming back. So ads have to provide
search results that searchers will feel are relevant. They don’t want gim-
micky or misleading results, they want relevance.

[ recommend that you check the guidelines before you start writing the ads;
after all, there’s no point spending time figuring out the perfect ad, only to
discover that the PPC system doesn’t think it’s so perfect. It will reject your
ad if it doesn’t match its guidelines; Yahoo! Search Marketing claims that it
rejects around 30 percent of all the ads submitted.

You can find the editorial guidelines for the three major PPC systems at the
following URLs:

v Google: https://adwords.google.com/select/guidelines.
html

v Yahoo!: http://searchmarketing.yahoo.com/rc/srch/lg.php

v MSN: http://advertising.msn.com/msnadcenter/
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Encouraging Clicks

DropBook

Sary purpose of a PPC ad is to get people to click on the ad, of
course. There are various ways to do that, from placing the keywords in the
ads to using “action words,” from including benefits in the ad to including
calls to action.

Include keywords

Ideally, every ad you create would be optimized for a particular keyword. If
you’re working with thousands of keywords, that can be difficult to do, but
you should understand that placing the keywords into the ad can help
encourage people to click the ad.

You see elsewhere (starting in Chapter 8) that when you work with a PPC
system, you create an ad and then associate the ad with the keywords for
which you want the ad to appear. You can associate an ad with hundreds of
different keywords or just a handful.

In Chapter 5, I searched for the video game Conker by searching on conker:
live and reloaded. 1 found this ad:

Don’t Read Game Reviews

Rent Games Online instead. Fast &
Affordable. Get Games Now. Try Free
www.gamefly.com

As you can see, this ad is not directly related to the game Conker. Imagine,
however, that the ad said this:

Rent Conker, Don’t Buy
Rent Conker Online instead. Fast &

Affordable. Get Games Now. Try Free
www.gamefly.com

Notice that Conker is boldfaced in this ad. Do any search on Google, Yahoo!, or
MSN, and you’ll notice that the search engine boldfaces words you search on
that appear in the PPC ad titles and descriptions. (MSN boldfaces in the title,
but actually colors the word in the description rather than boldfacing it.)

So placing the keywords into your ads does two things:
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v~ It makes the ad stand out. As the searcher scans the list of search
results, the bold words make the ads more noticeable.

D ro B O OKSakes the ad more relevant to the searcher. In effect, it tells the
cher, “Hey, you were searching for these keywords.”

Placing the keywords into an ad does have a significant effect. Even better
than simply placing the keyword somewhere in the ad is placing it at the
beginning of the title.

According to Yahoo! Search Marketing, having the keyword in the ad
increases click-through rates by 50 percent; the company also claims that
searchers perceive the “quality” of the Web site as 60 percent higher if they
reach the site through an ad that matched the term for which they searched
(I'm not sure how it quantifies quality, but that’s what it claims).

Combining an ad that matches the keyword with a landing page that matches
the keyword can be very effective and can make a big difference to your
results. If you're working with thousands of keywords, yes, this can be diffi-
cult. A good first step is to match ads with groups of keywords that have
common elements. For instance, we could create a single ad that matches
this group of keywords:

conker: live and reloaded
conker video game
conkers video game

buy conker game

conker game

We could have other ads to match similar keywords for different games.

Matching keywords like this can have a huge effect. One client told me that
working with hundreds of thousands of keywords, carefully matching key-
words, ads, and landing pages so that as much as possible searchers saw, in
the ad and on the landing pages, the keywords they typed, “made a huge dif-
ference to conversion rates.” Placing the relevant keywords in the ad really
does make a big difference.

Selling the sizzle — Think benefits

If you've spent any time learning about sales and marketing, you’ve probably
heard the phrase, “sell the sizzle, not the steak.” It means that nobody wants
the object you are selling, they want the benefits of the object . . . they don’t
want the steak, they want the “sizzle”: the taste, smell, and satisfaction of
eating the steak.
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Look at these ads on the Google search-results page for the word candles:

les for Less
les with any purchase

DropBodgks::

Tealight, Votives, Pillars,
Wedding
www.candle4less.com

DiscountCandle.com

Free Shipping on orders over
$50.00 great discounts on
Over 5,000 items
www.discountcandle.com

Great Scents-Great Price

Hand Poured, Maximum Scented
Clean Burning Candles in Jars
www.welcomehomescents.

com

Candle, Soap. Tea & More.
Hand Made in San Francisco CA

Check out this month Prices
Gmoora.com

Candles

Bargain Prices.
See the difference.
BizRate.com

If you read through these, you can really see that some are stronger than
others. For instance, this one is pretty weak:

Candle, Soap, Tea & More.

Hand Made in San Francisco CA
Check out this month Prices

Gmoora.com

First, it’s not focused on candles; it’s a bit of this and a bit of that (candles,
soap, tea, and other stuff). “Hand made in San Francisco CA”; is that really a
benefit? “Check out this month Prices”? Apart from the fact that it’s not gram-
matically correct, it’s also not a benefit. Are the prices good or bad?

This one seems better in a couple of ways, but it’s still not great:

Candles

Bargain Prices.
See the difference.
BizRate.com

It does have Candles in the title, which is good. It also has the term Bargain
Prices, which is a benefit. See the difference doesn’t say much, though.

How about this one:

DiscountCandle.com

Free Shipping on orders over

$50.00 great discounts on
Over 5,000 items
www.discountcandle.com
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It would have been better not to use the site name in the title. Nobody cares
about the site name (and, besides, it’s repeated in the last line). The title
ve been used for a benefit, and because we don’t have the word
D ro p B O d; g the title, there’s no bold text. The word Candles would have been
bolded had they written the title in one of the following ways, and a stronger

message would have been conveyed (though admittedly the company name
itself does include a benefit):

Discount Candles

Great Prices on Candles
Low Prices on Candles
Save Money on Candles

The ad does a decent job, though; it quickly gets across the idea of three
benefits:

v Free shipping

v Great discounts

v Large selection
It could be cleaned up a little:

Save Money on Candles
Free Shipping over $50.
Deep discounts on over
5,000 candles & votives
www.DiscountCandle.com

Now we have a stronger title, with Candles bolded. Free shipping is clearly
stated and in fewer words. The superfluous .00 on the end of $50.00 has been
removed, and the punctuation problem ($50.00 great discounts) has been
fixed. We have the word candles in there again — so now the ad has fwo bold
words in it. And we’ve “mixed-cased” the URL, making it easier to read (see
“Use mixed-case domain names,” a little later in this chapter).

So, when writing your ads, think about benefits. Why should someone care
about your product or service? What can you do for them? Check out this
month Prices is not a benefit; Deep discounts is.

Think competitive advantage

Stating benefits is all well and good, but think about the benefits that make
you stand apart. In Chapter 5, I show you a couple of companies that rent
video games. You may recall that Intelliflix claims two competitive advan-
tages: a huge selection of both games and movies, and the lowest price.
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When you search on the term rent video games, you see lots of ads claiming
things like this:

DropB0oQKS e

v Free trial
v No due dates
v No late fees

v Free delivery
And what does Intelliflix say?

Unlimited Games $14.75

3 at a time includes movies too!
Intelliflix delivers free to you!
www.intelliflix.com

Is there anything in this ad to make Intelliflix stand apart? Not much; it’s just
another game-rental company. Sure, $14.75 is a low price, but many people
don’t know that it’s the lowest price. Free delivery? Doesn’t everyone have
that? As for movies too, that seems to be hidden away.

How about this for an ad?

Rent Video Games

Lowest price, huge selection
40,000 Game & Video titles
www.Intelliflix.com

Benefits are good, but think about what benefits you have that others don’t —
think about your competitive advantage. (And if you can’t think of one, you
may be in trouble!)

By the way, there is one problem with the ad; the PPC editors are probably
going to block it the first time it’s submitted, because of the phrase “Lowest
price.” However, if you can prove that you really do have the lowest price in
the business, they should accept it. (This wouldn’t be possible in most busi-
nesses, but in the game-rental business, with very few companies competing,
it could be done.) I explain more about this later in this chapter.

Be clear and direct

Why, to paraphrase Mark Twain, would you use the word metropolis when
you can say city. Not only is city more direct, it uses fewer characters, allow-
ing you to get more information into the ad.
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Google claims that short, non-repetitive sentences work well, and I'm sure it’s
right. Clarity allows people to quickly scan your ad and figure out what it’s

D ro p B O Obks and make a quick decision to click.

Use “power words”

Some words convey more than others. Use terms that have a strong effect on
the reader, words sometimes known as power words or trigger words, such as

v 100% Guaranteed ” Latest

v~ Absolutely Free v Limited

v Affordable v Low Price
v Amazing v One-Day Sale
v Bargain Price v Proven

v Breakthrough 1 Relax

v Convenient 1 Results Fast
v Delivers v~ Safe

v Discover v~ Sale

v Easy v Secrets

v~ Effective v Stop

v Extraordinary »* Stunning

v Fast-Acting v Superior

v Free v Useful

» Half Price v Wealth

v Increases » You

Many marketers believe questions are very powerful, too. Asking a question
engages the reader in the process:

v Looking for Video Games?

v Want to lose weight?

v Looking for work?

v Need new shoes?



132 Part I: Preparing for Your Campaign

Try calls to action

D ro p B O Qlﬁﬁt try specific calls to action. Your ad already has an implied call to
clion™tli

ick. So there’s no need to say Click here, for instance.

However, you could try a call to action that gets the searcher ready for what
you want him or her to do on your site. In effect, you use verbs to tell
searchers what they can do on your site:

1 Register now v Save 50%

v Join now v Get started

v Buy at wholesale v~ Start your free trial
v Save money v View a live demo

Add some urgency

Another old marketing technique is to add a sense of urgency to your ad.
Experiment with ad copy that stresses limited time availability. Give people a
reason to click immediately. Try special pricing for 24 hours or some kind of
special limited-time offer — free shipping or some kind of free gift.

Use phrases like introductory pricing, while supplies last, limited inventory, and
so on, assuming they are correct. These are all things that you can test to see
how they affect your click-through rate.

Use mixed‘case domain names

You should mix-case your domain name in your ads whenever you can
(Yahoo! and MSN won'’t let you do this for some reason, which seems to me
rather unenlightened.) Don’t use www.discountcandles.com, use

www .DiscountCandles.com; don’t use www.candlesjustonline.com,
enter www.CandlesJustOnline. com.

Why? Because it makes the domain name easier to read. For some reason,
many people think domain names and URLs have fo be written in lowercase.
Domain names never have to be in lowercase (URLs that include directory
and filenames sometimes do). If you have a domain name with useful key-
words in it, why not mix-case it so the words are clearly read?

Also, in some cases, a domain name is close to unintelligible when lower-
cased, such as this: www.horanandmcconaty.com. Wouldn't it be better as
www . HoranAndMcConaty . com?
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Check spelling, grammar, and punctuation

D ro p B O quﬁe candles ads we looked at had grammatical or punctuation errors

you count a missing hyphen, but people just don’t care about
hyphens anymore!), which looks sloppy. Look, you’re not writing 20-page
sales letters here; these ads are around 15 to 20 words! Spend a few moments
checking your work.

Bad spelling, grammar, and punctuation may reduce your click-through
rates . .. or maybe not. But why take the risk?

Discouraging People from Clicking

As [ mention earlier, you have two aims when you create your ad: To get
people to click your ad, and to discourage people from clicking your ad. You
want the right people to click the ad — and you’re willing to pay for them —
but you don’t want people to click if there’s no way they will buy from you.

How do you do that? One way to avoid useless clickers is clarity. If it’s clear
what your ad is about, you’ll avoid accidental clickers. For instance, look at
these two ads:

Video Games

Looking for Video Games?

We have thousands to choose from
www.gamesource.com

Rent Video Games

Don’t buy, rent. Save $1,000s
Free shipping, huge selection
www.GameSource.com

The first is almost certainly going to get clicks from people who simply aren’t
interested in renting, so if GameSource.com were a game-rental company, the
second ad is clearly more appropriate than the first.

A more complicated issue is one of price. If you're selling products that cost
thousands of dollars, but a similar class of products sells for hundreds, you
don’t want the people who are only willing to spend hundreds to click your
ad. This is a problem for companies that sell enterprise-level software. For
instance, you can pay tens or hundreds of dollars for e-commerce software,
or you can pay tens of thousands of dollars.
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For instance, this ad, I'm sure, gets a lot of wasted clicks:

D ro p B O O k%aiﬁ?gzeRso(gEg‘iﬁanages Web,

order mgmt, fulfillment & forecast
www.ecometry.com

The problem is that most people are searching for e-commerce software that
costs tens or hundreds of dollars, not the many thousands of dollars charged
by this company.

In this case, you somehow want to discourage the small businesses from click-
ing, so you want to imply in the message — in the few words you've got —
that this product is more than they need. To do so, perhaps the ad could be
written this way:

Ecommerce Software

Order mgmt for medium to large firms
Robust tools for major retailers
www.ecometry.com

If you're selling a product that competes with freebies — often the case in the
software business — you may want to get some mention of price into the ad
in order to discourage people who are looking for free products. For instance,
if you sell Web utilities, you're in competition with all the sites giving away
free Web scripts. Here are some real ads that have dealt with this problem,
mentioning price in order to stop people from clicking if they are not willing

to pay:

Buy Web Templates Web Templates

Save time & money! Choose Download 1000’s of web templates
from thousands of quality designs.  Unlimited access for only $49.95
www.pixelmill.com www.boxedart.com

Web and Flash Templates Web Templates Package

Website templates, Flash tem- Instant Access to 10,000+ Templates
plates PSD, Flash, HTML for Only $19.95
Unlimited downloads for only www.templatesguys.net

$35.00

www.artwebtemplates.us

Another way to discourage clicking is location. If you are selling shoes in
your shoe store in, say, Denver, and do not ship product, you probably don’t
want people from New York clicking your ad. You’ll want to mention your
location in the ad.
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Avoiding Rejection

DropBo

Os ion earlier, you must check the PPC system’s guidelines before you

begin writing. If you don’t, you will almost certainly do something it doesn’t
like and have your ad rejected. Remember, the PPC systems want to provide
relevant search results, not high-pressure ads, to searchers.

Here are a few common problems to watch out for.

Check the banned list

Most, if not all, PPC systems have certain products that you simply cannot
advertise. For instance, here’s a sample from Google’s list (https://
adwords.google.com/select/contentpolicy.html) of types of ads
that Google will not run:

v Aids for passing drugs tests

v Alcohol

v Ads advocating against any person or organization (except political can-
didates and parties)

v Cable descramblers

v Counterfeit designer goods

v Gambling

v Miracle cures

v Prostitution

»* Radar jammers

1 Weapons
Having said all that, clearly Google’s list is either out of date or not applied
religiously. You can find gambling ads, for instance, and apparently the pro-

scription against prostitution doesn’t apply to escort agencies. Are these just
“slipping through,” or is Google just “ignoring” the rules? I don’t know.

135
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Watch your superlatives!!!!!

D ro p B O Qﬁﬁoesn’t like ’em, nor does Yahoo!. For instance, you shouldn’t do
(o)

g like this:

Great Web Templates!!!

Cheapest templates on the Web!!!!
Save time & $$$! Thousands designs
www.CoolTemplates.com

This ad is pretty much guaranteed an editorial rejection. You can’t say cheap-
est templates on the Web because you almost certainly can’t prove that.

You can’t use /. It’s a non-standard repetition of a punctuation mark that is,
in effect, a superlative. And the same goes for $$3/. Google bans the use of an
exclamation mark on a title line, and in fact allows only a single exclamation
mark in the entire ad.

You really have to be careful here. You may think your product is the best,
but you may not be able to say it in an ad. Google, for instance, flags all ads
that contain the word best, even, as I've noticed, if the ad refers to a “best-
selling author.”

If it’s not demonstrably true, you can’t say it, and even if it is, you may find
yourself going around in circles trying to explain to the PPC editors, via
e-mail, why it’s a fact and not a superlative. You may get away with it if the
landing page contains third-party verification of your claims.

Avoid, avoid, avoid repetitions

The previous section shows a couple of repetitions that are, in effect, superla-
tives, so they’re banned by PPC systems’ editorial boards. But unnecessary
repetitions of any kind are generally banned by the PPC systems. For example,

Templates, Templates, Templates
Cheapest templates on the Web!

Save time and money
www.CoolTemplates.com
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How to Win Any Lottery
Win, win, win!

iR any lottery today.
ro p O O lotterywinners.com

Sorry, this is a rejection waiting to happen.

DON'T OVER-CAPITALIZE

UNLESS THERE’S A GOOD REASON TO DO SO, AVOID CAPITALIZING EVERY-
THING IN YOUR ADS. YOU MAY NOT HAVE NOTICED, BUT CAPITALIZED
TEXT IS VERY HARD TO READ. GOOGLE REALLY DOESN'T LIKE IT, AND
YOU'LL PROBABLY FIND THAT MOST OTHER PPC SYSTEMS DON'T EITHER.

Use symbols appropriately

While some say that you should avoid all symbols, in general, you can
use symbols in your ads if you use them properly. Perhaps the most
common symbol is the ampersand — & — used in place of and. It’s a very
useful symbol when you’re watching every single character you type, and
both Google and Yahoo! allow its use.

Some other symbols may not be approved. Google, for instance, doesn’t like
the use of @ to mean at. Nor does it allow “texting” — the abbreviated writing
used on cell-phone text messages, such as the bst prices 4 u.

Be relevant and honest

Your ad must be related to the landing page it points to, and it must be
honest — you can’t mislead people about your offer.

The ad must be accurate; you can’t promise a free trial, for instance, then
make it next-to-impossible to find the free trial on your site. And if your busi-
ness is local, the PPC company may require that you put this in the ad, which
isn’t a bad idea anyway, for reasons mentioned earlier (to discourage clicks
from non-local searchers).

Different PPC systems regard relevance differently. In Chapter 5, I show you
how GameFly was advertising based on the search term conker: live and
reloaded, despite the fact that the ad is not directly related to the keywords.
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So there are two forms of relevance:
D r O B O Okﬁe ad relevant to the keywords
p e landing page relevant to the ad

The landing page must be relevant to the ad. The degree of the relevance of
the ad to the keyword will vary, though.

No phone numbers

You can’t put your phone number into a PPC ad! The PPC firm gets paid when
someone clicks, not when he or she picks up the phone to call (see Chapter 14
for information on Pay Per Call services). And in general, you should avoid
putting your URL into the ad description; the URL goes in the bottom line, the
Display Link field.

Appealing rejection

You can, of course appeal an ad rejection, though some PPC companies don’t
make it very easy. Google has a very quick review process, that automatically
checks your ad during the creation process, and so it also has a built-in appeal
tool that you'll see if your ad is rejected. You can appeal, and continue the
process, and let a live editor make the final decision before your ads go live.

Quite frankly, one of the biggest problems working with the PPC firms are
their editors — just about anyone who’s spent more than a few bucks on PPC
can tell you frustrating stories of trying to get honest, reasonable claims past
editors who seem to apply the rules with no common sense or flexibility.

Testing your ads

As I mention in the previous chapter, online selling and the direct-mail busi-
ness are similar. What do successful direct-mail marketers do? That’s right:
they test, over and over again. They test the wording of their ads very care-
fully — in fact, they test everything about their ads; the envelope size, enve-
lope text and illustrations, letter text, letter layout, and so on. It can be a very
complex job, but you're in luck: Testing PPC ads is much simpler. After all,
you have no envelope, and you have only three or four lines to play with.

I ran a few different searches on Google that [ knew would bring up GameFly.
com ads (rent games, game rental, and so on). Here’s what I found.
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Don’t Read Game Reviews Rent or Buy Games Online
Rent Games Online instead. Fast &  Over 2,500 Titles Delivered To You

f e. Get Games Now. Try Pre-paid Mail Both Ways!
www.gamefly.com

www.gamefly.com

Rent Video Games Online

Don’t Buy another Game PS2, Xbox, GameCube & PSP. No Risk
Save Cash. Play Every Game You Free Trial - Sign Up Now!

Want www.GameFly.com

by Renting. Fast, Free Trial

www.gamefly.com

Want Video games?
Over 2500 Titles, No Due
Dates

Free 10-Day Trial,
Discounts & more
GameFly.com

On Yahoo! I found this one, though only this one:

Unlimited Video Game
Rental - Free Trial

Choose from over 2,500
PlayStation 2, Xbox,
GameCube, PSP, GBA and DS
titles. Free delivery both
ways. No late fees — try
GameFly for free.
www.gamefly.com

GameFly has basically one service, one marketing pitch: rent video games
through the mail. Yet it has all these different ads, and quite likely many
others, too. GameFly is clearly testing its ads; they’re saying the same thing
in different ways.

v Some ads highlight the selection — 2,500 titles

v Some highlight the free trial

» One mention the free, prepaid mailing, while one mentions the different
game systems

Of course, testing does you no good if you're not tracking. You need to look
at how each ad works — how well it converts.

139
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Actually, you're interested in several things:

D r O B O OKS well does the ad convert impressions to clicks?
p well does the ad convert clicks to sales? People clicking on ad A
may be more likely to buy than people who click on ad B.

v What is the ROI? [ talk about Return on Investment in detail in Chapter 3.

1 What is the total sales volume? It’s great if you can run an ad and get a
100 percent conversion rate, but if your volume drops from, say, 1,000
sales a week down to 10 sales a week, you probably won’t be happy.

So tracking, which I discuss in Chapter 15, is essential. You have to follow the
traffic and see what it does. And the overall picture is what counts. There’s
no point dramatically increasing clicks, for instance, if you don’t increase
sales; you’ll just pay more for the same business.

If you've been running ad A and then introduce ad B, and B does better, then
drop A and use B instead. But what is it about B that works? Do you think it’s
the fact that you added the phrase Free Trial, for instance?

You really have two ways to test: Create completely different ads, or change
existing ads and then try again. For example, imagine you’re running this ad:

Don’t Buy Another Game

Save Cash. Play Every Game You Want
by Renting. Huge selection
www.Gamefly.com

You could now change one thing and see what happens:

Don’t Buy Another Game

Save Cash. Play Every Game You Want
by Renting. Free Trial
www.GameFly.com

You've removed mention of the selection and replaced it with Free Trial.
Which “pulls” best (to use direct-mail parlance)? Which converts best? [ don’t
know, but testing will show you.
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In This Chapter

Understanding basic bidding concepts

Learning bidding strategies
Mastering the method in the matching madness

Finding cheaper clicks

rle foundation of the PPC system is bidding. You bid against other adver-
tisers for how much you’re willing to pay per click for a particular key-
word. In other words, you are saying, in effect, this:

For this particular keyword, show my ad, and if someone clicks the ad,
I'm willing to pay as much as $x.xx.

If someone else bids more than you, he or she appears higher in the search
results. If nobody is interested in bidding on a keyword, the clicks are cheap;
if everyone in the world wants to bid on a keyword, the clicks are expensive.

Bids start low — the minimum bid on Google is a penny (though Google has a
more complicated bidding mechanism, and click prices usually really begin
higher than this; you learn about Google’s bidding in Chapter 9); on Yahoo!,
10 cents. Other systems often start low, perhaps as low as a penny. (By the
way, sometimes you see people paying 5 cents on Yahoo!; these are people
who have been advertising through Yahoo! for some time, since before Yahoo!
increased its minimum to 10 cents a few years ago; their bids have been
“grandfathered in” at a lower rate.)

There’s more to bidding than meets the eye. You have to understand a little
about bidding strategies in order to avoid paying too much for your clicks.
And that’s just what this chapter is all about.
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Understanding Basic Bidding
D ro p B O G’Kgng to look at how bidding functions in its most basic form. [ use

Yahoo! as an example, because Yahoo! is the largest system to use this basic
form of bidding; as you learn later, Google’s bidding mechanism does not use
this basic bidding system.

Let’s begin by taking a quick look at a few bids. Yahoo! provides a nice little
bid checker that makes checking bid prices very easy, so PPC marketers
often use it as a quick research tool.

To find the tool, go to http: //SearchMarketing.Yahoo.comn. Click the
Sponsored Search link, then click the Pricing link, and finally click the View
Bids Tool link or button. (Alternatively, go directly to http://uv.bidtool.
overture.com/d/search/tools/bidtool.) You see the page shown in

Figure 7-1.
£]View Bids - Microsoft Imemet Explorer _—g . = 7;1’3_@
» » =
File Edit View Q- ‘s Googles Immbdpiceong g a

Cad

View Bids

Type in a search term and we'll show you the Max Bids and listings
for that term,

Security code:
Rlease type the characisrs an the left side into the empty bhoy on the

| right ™
Flgure 7-1: *This iz to improve performance and prevant unauthorzad autornated soipts: By
entering the security code you agree tothe teimns and conditions for using this taal.
The Yahoo!
Search SZYP
Marketing
View Bids | Search | | Cancel |
tool. - 4
E| ® Tnternst |
—— - d

Type a keyword into the text box. Here’s an expensive one to try (at least, at
the time of writing): vioxx attorney. Then type the Security Code in the lower
box and press Enter. After a few moments, you see something like the infor-
mation shown in Figure 7-2.
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=
Q-

»
View

le Edit address © Google~ {imum bid price on g

1, Vioxx Attorneys
Our Yioxx side effects attorneys will evaluate your lawsuit case for
free.
W vioxxvi.com
(Advertiser's Max Bidi $40,00)

2, VYioxx Attorney and Information
Merck has withdrawn Vioxx for concerns of increased blood clots,
heart attack and stroke related to the arthritis drug. Contact us for
mare information,

wiw, 1800theeaglie. corm
(Advertizer's Max Bid: $5.50)

3. VYioxx Attorneys
User must have had a heart attack, stroke, or death. Must have proof
of use of Yioxx up until time of injury or death.
ww, phlaw i, corm
(Advertizer's Max Bid: $3.50)

4, VYioxx Attorneys
Did you or a loved one suffer after taking Vioxx, Bextra or Celebrex?
Our Tampa-based attorneys who represent clients nationwide provide
a free, confidential initial consult.

wwiw jameshoyer.com
(Advertiser's Max Bid $3.01)

E. ¥ioxx Legal Help
If you have had a heart attack or stroke from the use of Viozx fill in
this form to have a lawyer help you evaluate your case.

wiw, f3wyersandsettiements. com
(Advertiser's Max Bid: $2.50)

&] Done @ Internet

The View Bids tool now shows you the ads related to the keywords you
entered and the bids. (Yahoo! actually shows up to the first 40 bids.)

You see the exact ad that will appear in Yahoo!’s search results. In addition,
there’s an extra line showing the advertisers’ maximum bids, in this case,
$40.00 and $5.50.

What exactly are these numbers? They are not necessarily the amount being
paid by the advertiser. In this case, in fact, the first advertiser is not paying
$40 for a click. These days, most search engines charge 1 cent above the next
lower bid. These bids are actually maximum bids, and in fact that’s just what
Yahoo! calls them. When you bid, you're saying you're willing to pay up to
that much, but as long as nobody is bidding right below you, you won'’t actu-
ally pay it. You’ll pay a penny more than the maximum bid of the bidder right
below you.

Chapter 7: Bidding on Keywords ’ 43
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When someone clicks the first ad in our example, the advertiser actually pays
$5.51, not $40. Now, if the second advertiser (who, by the way, is not paying
. pgcause #3 is bidding $3.50), raises his bid to $6.00, #1 pays $6.01. If #2
D ro p B O é:b $$0, #1 pays $7.51, and so on. And the whole time, #2 continues paying
$3.51.

only $3.

So the Max Bid is just what it says; it’s the maximum sum the advertiser is
willing to pay. Here are a few more examples. This time I searched on the
term colorado real estate. Table 7-1 shows the ad title, the URL, and the maxi-
mum bid. But there’s some extra information: The Actual Paid column shows
what each advertiser actually pays for a click.

Table 7-1 Example Bids and Actual Click Costs
Advertiser Max Bid  Actual Paid
1. Free New Colorado Home Listings,

www.justlisted.com $2.05 $2.04
2. Denver Colorado Area Woodcrest Homes,

www.woodcresthomes.com $2.03 $1.07
3. Colorado Real Estate,

www.automatedhomefinder.com $1.06 $1.06
4. Colorado Real Estate: Colorado Acreage,

www.coloradoacreage.com $1.05 $1.05
5. Real Estate Agents Serving Colorado,

www.realtorsreferrals.net $1.05 $1.01
6. Ken Gold - RE/MAX Steamboat Springs, CO,

www.skitownrealtor.com $1.00 $1.00
7. Southwest Colorado Real Estate Services,

www.donricedorff.com $0.99 $0.99
8. Colorado Real Estate, www.catsman.com $0.98 $0.91
9. Colorado Real Estate, www.stevescheer.com $0.90 $0.86

10. Four Seasons Private Residences - Denver,
www.teatroresidences.com $0.85 $0.85

11. Sell Your Colorado Home Fast,
www.sell-your-place.com $0.85 $0.85

12. Aspen, Colorado Real Estate,
www.friasproperties.com $0.84 $0.81
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Bidding with Google

athin;gnﬁhoo!, or most other PPC

systems, you can see exactly what you're bid-
ding for. You can see the current bid on a posi-
tion and then bid above it to grab the position.

Google, on the other hand, makes bidding rather
difficult. You can’t bid for a particular position.
Rather, you bid a price, and Google decides
what that price gets you.

Thus, some of the bidding strategies | discuss in
this chapter are tricky when using Google —
when you adjust your bid, you don't see exactly
what position you’ll get. The bidding discussion
in this chapter is primarily for a simple, bid-for-
position type system; | discuss the vagaries of
Google bidding in Chapter 9.
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Note, by the way, that positions 10 and 11 are bidding and paying the same
price. Who gets position 10? The first person who bid that sum. And how

about positions 4 and 5? They’re both bidding the same, but the lower one is
paying a penny above position 6.

Look at #1. The top bid is $2.05, but #1 only pays $2.04; why? Because the #2

maximum bid is $2.03, so #1 pays just 1 cent more.

What does #2 pay? $1.07, because the #3 maximum bid is $1.06. What is #3
paying? That advertiser pays exactly what he bid, because #4 bids just one

penny less.

You can go down the list reviewing these numbers and see what people are
really paying. In some cases, click costs are close to the bid. In other cases

there’s a big gap between click cost and bid price. #37, for instance, bid $.20
but pays only $.11 per click, 55 percent of the actual bid. #2 pays just 53 per-

cent of the bid price. As you review this list, a few bidding strategies may

come to mind.

price costs:
#1 Bids (and pays) $2.05

#2 Bids (and pays) $2.03
#3 Bids (and pays) $1.06

Bidder #2 pays almost double the $1.07 he needs to pay in order to place in
position #2. Combine this sort of pricing with a fixed maximum bid and inat-

The “one penny above the lower bid” adjustment is the norm in PPC these
days. In the early days, you paid what you bid, which could get incredibly
expensive if you weren’t careful. Imagine the scenario above with bid-equals-

tention, and you get an unnecessarily expensive PPC campaign. So, while
Yahoo!, Google, and many, if not most, other PPC systems currently have
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one-penny-above pricing, make sure when you start working with a new PPC
system that this is the case; if not, watch your bids carefully to ensure you're

DropBooks ™
Using Bidding Strategies

\\s

You might think that there’s not much to bidding; everyone places their bids,
and the highest bid wins; what more can there be? There’s nothing new about
bidding — auctions have been around for years.

Ah, but PPC systems are not really auctions. With an auction, you bid for the
first position; in general there is no second position. (Okay, so there are some
unusual auction types, such as Dutch auctions, but in general, there’s one
winner and a bunch of losers.) With PPC bidding, you're bidding for a posi-
tion in relation to other bidders. So, as you’ll see, there are different bidding
strategies.

I'm not saying you have to use all these strategies, but you do need to under-
stand them. At the least, understanding these strategies will make you think
about bidding and its effects on your budget more methodically. Often you
can drop your ad spending by 50 percent or so by merely dropping one posi-
tion, often without a large drop in the click rate and with a comparable, and
perhaps even a higher, conversion rate. So a good understanding of bidding
can make a huge difference to your return on investment (ROI), which I
explain in Chapter 3.

Remembering your breakeven click value

The first “strategy” is to know your breakeven click value, something I go over
in Chapter 3. Understanding this value is critical because, without it, you're
bidding blind; you don’t really know for sure if it makes sense to bid at all.

Imagine, for example, that you're bidding on colorado real estate. The first 12
bids are $2.04, $1.07, $1.06, $1.05, $1.01, $1.00, $0.99, $0.91, $0.86, $0.85, $0.85,
and $0.81.

Now, let’s say you've figured out that the breakeven value of a click to you is
$.50; on average, buying clicks at 50 cents allows you to make sales without
making money, but without losing money. Well, you know that there’s
absolutely no point bidding anywhere in the first 12 positions. In fact, there’s
no point bidding anywhere above position #24 (the maximum bid price for
position #24 is $.49, which is what the advertiser is actually paying). And if
you bid at position #24, you won’t make money, you’ll just break even.
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But perhaps your breakeven click value is $2.00. You're well in the game. For
that price, you could have any position from #2 down and still make money.

@er, click values vary depending on conversions, which are related to
keywords (among other things) — thus the maximum value of a click from
one keyword could be twice as much or half as much as the maximum value
for a click from another keyword. But you’ll often know, in general terms, that
certain click prices are simply way too high. So all the following strategies in
this chapter depend on this concept: Don’t bid for top position if it means
paying $10 per click if your maximum click value is somewhere around 50
cents!

As I discuss in Chapter 3, although you can estimate click values, you don’t
know for sure until you track your campaigns. See Chapter 15 for more infor-
mation about tracking your PPC ads.

Bidding too high to be matched

One strategy some people use when they want to stay in the top position is
to bid way above everyone else. Look back for a moment at the vioxx attorney
maximum bids in Figure 7-2:

#1 $40.00
#2 $5.50
#3 $3.50
#4 $3.01
#5 $2.50

At $40, the #1 bid is more than seven times the next lowest bid. It’s 16 times
bid #5. What’s this guy thinking? He wants to be in the #1 position, so he’s
bidding so high to try to scare people off competing with him. He may even
be willing to pay $40 a click; on the other hand, he may just be bluffing, bet-
ting on the fact that nobody will try to beat him.

Sometimes people bet in this manner as a way to reduce the time invested in
managing bidding. They figure they’ll simply bid the maximum they’re willing
to pay (as, in fact, the PPC systems encourage you to do), and then let the
bid sit. They know that they only pay a penny above the next highest maxi-
mum bid, so why worry? If nobody else is willing to bid high, they’ll always
pay just a penny above those lower bids. This, as you'll see, is a dangerous
thing to assume.
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Forcing competitors to pay too much

D ro p B O %@k at the first three vioxx attorney bids (Figure 7-2). Here’s what
P )

idding and what they’re paying:

Bid Position Max Bid Actual Paid
#1 $40.00 $5.51
#2 $5.50 $3.51
#3 $3.50 $3.01

Now, watch what happens when #2 ups her bid:

Bid Position Max Bid Actual Paid
#1 $40.00 $40.00

#2 $39.99 $3.51

#3 $3.50 $3.01

If #2 bids just below #1, she still pays the same — $3.51. But bidder #2 called
bidder #1’s bluff, and #1 is now forced to pay $40 a click. If #1 is not paying
attention, he’s going to run through his advertising budget seven times faster
than he expected! This is sometimes known as jamming your competitor,
though I'm sure other terms have been used by those being jammed!

Does anyone really play this game? Sure. This, in fact, is exactly what’s going
on in the real-estate list we looked at in Table 7-1:

Bid Position Max Bid Actual Paid
#1 $2.05 $2.04
#2 $2.03 $1.07
#3 $1.06 $1.06

As you can see, #2 is bidding 2 cents below #1, yet pays almost a dollar less.
Either this person is intentionally pushing up #1’s budget or perhaps is play-
ing the same game as #1, bidding much higher than #3 in order to keep posi-
tion #2.

Here’s another example that shows bids and actual paid prices for the key-
words chocolate fountain:
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Bid Position Max Bid Actual Paid

#1 $3.25 $3.25
DropBogks  sx

#3 $0.85 $0.70

In this case, bidder #2, by bidding a maximum of $3.24, above a bidder who is
bidding a maximum of $0.85, is forcing bidder #1 to pay almost four times the
position #2 click price.

Sometimes bidding like this is actually not intentional, it’s coincidental.
Someone may be bidding to a price or bidding to a position (see “Bidding to
position or bidding to price,” later in this chapter), which just happens to be
right below a very high bid and a long way above a much lower one. But
often such bids are intentional.

Bidder #1 in this example could drop down to $3.23, almost quadrupling
bidder #2’s click price, to see if he can get #2’s attention! #2 may decide he
doesn’t really want to pay that much and drop his bid, allowing #1 to come
back in at the #1 position for a much lower bid price.

You can also use this strategy to force someone out of a position. Let’s say
you want position #1 for vioxx attorney (do you really want it?; we discuss
that question in the next section). You decide to bid just below position #1
and force him to pay $40 a click. If he just sits there, either he’s not paying
attention, or he really is willing to spend that much to keep position #1. If you
really want #1, you then know what you’ll have to spend!

On the other hand, the spend might be more than he’s willing to pay, so he
might drop his bid below yours; in which case you drop yours below his. If he
drops below you again, you drop below him. In this way you’ll eventually
come down to the point at which he’s really willing to spend to keep position
#1 ... and you can then bounce back above that level (if you want to).

Do you really want position #1?

Why bother fighting for the top position? The PPC systems encourage you to
do so, but is it really worth it? Many PPC experts will tell you that it isn’t, that
you’re better off bidding somewhere on or between positions 3 to 6.

Why? Because position #1

v~ is often far more expensive.
v has a higher click-through rate but often a lower conversion rate.
v has a lower ROI (see Chapter 3).
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Yes, you’ll get more clicks from position #1 than from any other position, but
those clicks will be expensive and may not convert as well as clicks on some
itions. This is probably because a lot of people simply click the first
D ro p B O @ tgy see on the page but then return to the search results and click the
next ad, then on the next, and so on. Many people won’t buy until they’ve
“looked around a little.” Thus, many in the PPC business feel that conversion

rates on ads in positions 3 to 6 are often comparable and sometimes higher
than for position 1. And because of the lower price, the ROI is much higher.

Click prices often drop dramatically from positions 1 to 6. For instance, look
at the click prices for chocolate fountain (these are click prices, not bid

prices):
#1 $3.25 #4 $0.57
#2 $0.86 #5 $0.51
#3 $0.70 #6 $0.43

The click price for position #6 is about an eighth of position #1.

Or how about buy home in seattle?

#1 $0.53 #4 $0.36
#2 $0.52 #5 $0.31
#3 $0.37 #6 $0.17

The click price for position #6 is about a third of position #1.

Admittedly, this isn’t always the case. In particular, for very competitive key-
words, it’s often not. The following list shows bids for the keyword mortgage:

#1 $4.16 #4 $4.07
#2 $4.10 #5 $4.07
#3 $4.08 #6 $4.06

There’s very little difference between the click prices; #6 is 98 percent of #1
in this case. In fact, prices don’t even drop below $3 per click until position
#30. But with less-competitive phrases, you often find the rapid-drop situa-
tion, as in mortgage rates denver:

#1 $4.37 #4 $3.00
#2 $4.01 #5 $2.46
#3 $3.01 #6 $2.45
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The click price for position #6 is just 56 percent of that for position #1.

rue, you get fewer clicks, but those clicks will quite likely convert

D r O p B O dkgsider the effect on your ROI of being at position #6 instead of posi-

|
Figure 7-3:
A search-
results page
displayed on
a screen
with an

800 x 600
resolution.
|

as well as, and perhaps better than, the #1 position clicks. And your click
cost is dramatically lower; in one of these examples, as low as one-eighth of
the position #1 click price. That could be the difference between failure and a
blockbuster PPC campaign.

Bidding above the fold

Even if you pick a lower position, you’ll probably want to bid so that your ads
appear “above the fold.” Above the fold is an old newspaper term meaning the
top half of the paper, the part you see when the paper is folded in half. In Web
terms, it’s the area of a page that appears when you first load it, before
scrolling down.

What’s above the fold depends on how the browser window has been sized

and how many toolbars the browser has loaded. But in general, assume that
“above the fold” measurements are for maximized browsers with little more
than the standard toolbars displayed. However, there’s another huge factor,
screen resolution, as you can see from Figures 7-3 to 7-5.
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These images were taken with different screen resolutions, and as you can
see, there’s a big difference between the number of ads displayed.

DrOpBOOk@wmﬂads

1024 x 768 = 9 ads
1152 x 864 = 10 ads, plus a title from the eleventh

In order to be “above the fold” on an 1152-x-864 resolution screen, you just
need to be in position 10 or above. But for an 800-x-600 resolution screen, you
need position 7 or above.

Different people use different screen resolutions, of course, but right now the
breakdown is probably something like this (these statistics are from Browser
News at www.upsdell.com/BrowserNews/stat_trends.htm):

640 x 480 0.75% 1024 x 768 70%
800 x 600 27% 1152 x 864 and higher  2.75%

The bottom line is this: Few people are using 1152 x 864 or above, so forget
that resolution for “above the fold” purposes. Very, very few people use 640 x
480, which is why I didn’t take a snapshot of that resolution (combined with
the fact that I can’t get my computer to display in that resolution, and you
probably can’t get yours to do so either!). Most are using 1024 x 768, with a
very large minority using 800 x 600.

Also, consider that many people actually display more toolbars than just the
standard ones, reducing space in the browser, and they may not have their
browsers maximized. In general, then, keeping your ad in position #6 or
above keeps the ad “above the fold” in the greatest number of browsers.

Bidding for distribution

The major PPC systems, and many of the minor ones, distribute their PPC
ads to other search systems. For example, Google’s ads appear on Netscape.
com, AOL.com, Earthlink.com, Amazon.com’s A9.com system, and many
others. Yahoo!’s ads go to MSN.com, CNN.com, InfoSpace.com, AltaVista.com,
and others (though as I discuss in Chapter 1, by the summer of 2006 Yahoo!
will no longer feed ads to MSN).

Unfortunately, different systems display ads in different locations on the
page. For instance, Table 7-2 shows the placement of ads when I search differ-
ent Google partner systems.
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Table 7-2 Where Ads Are Placed on Google Sites
D ro p B O O Sgagch System Ads on Top Ads on the Side Ads on the Bottom

Goo‘g?e 3 8 0

A9.com 0

AOL.com

2
Netscape.com 4
5
6

N (B W

Earthlink.com

As you can see, when the ads are distributed to other systems, they often
don’t get displayed as prominently. On Google itself position #6 will get you
above the fold, but on A9.com you need position #2 at least; on AOL.com you
need to be at least position #5. For this reason, the higher you rank, the more
likely you are to be seen widely, and the more clicks you get.

[ also searched at a few Yahoo! partner sites, but as you see in Table 7-3, the
problem is not as serious with Yahoo!. Still, keeping in position #5 or above
would be good — it will keep you above the fold on all these sites:

Table 7-3 Where Ads Are Placed on Yahoo! Sites
Search System Ads on Top Ads on the Side Ads on the Bottom
Yahoo! 3 8 2

MSN.com 3 5 3

CNN.com 5 0 0

AltaVista.com 5 0 4

InfoSpace.com 5 Another 10 ads sprinkled through the next 15

search results . .. a mix of paid and natural
results

Note, by the way, that Yahoo! places the ads for bid #4 and #5 in two places;
the ads appear at the top of the column down the side, and at the bottom of
the page.
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Some smaller PPC systems encourage high bidding by distributing only the
top few ads throughout their networks. Luckily, this isn’t done with Yahoo!,
with Google, you can get good distribution on positions 4 through 6
G: \ ny cases pay a much lower price than positions 1 through 3. As for
the smaller systems, clicks are often much cheaper, so bidding high is more
practical.

Look for bid gaps

A bid gap is, of course, a gap between bids. Rather than a neat one-cent pro-
gression up the list — as indeed you do see sometimes with very competitive
keywords — you find large gaps in the bidding. Let’s look at a possible sce-
nario. In the list below, I've bolded the text where there’s a gap greater than
20 cents; the smallest of the bolded gaps is 23 cents.

#1 2.05 #6 0.75
#2 2.03 #7 0.74
#3 1.06 #8 0.73
#4 1.05 #9 0.50
#5 1.05 #10 0.49

There are three large gaps here, between positions #2 and #3, #5 and #6, and
#8 and #9. These gaps are useful because they allow you to save a lot of
money for a small compromise. Let’s say you'd love to have position #2; that
will cost you $2.04 a click. If you're willing to compromise, though, you could
have position #3 for $1.07, almost halving your click spend.

Or perhaps you're looking at position #5, which costs $1.06. Maybe it’s worth
taking #6, and saving 30 cents.

Adjusting based on CTR

If your CTR — click-through rate — is good on an ad, and you can see an
opportunity to drop your click price significantly by dropping one or two
positions, you may want to experiment to see whether it’s worth it. A posi-
tion just one lower may have the same click-through rate, after all. With a
lower click price, your ROl increases (see Chapter 3).
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Remember, of course, that it’s not all about ROI; it’s also about sales volume,
as I discuss in Chapter 3. If you increase your ROI dramatically at the expense

g jority of your traffic, you'll still end up worse off than when you

single sale with a huge ROl won’t keep you in business . . . many
sales with more modest ROIs will.

Bidding to position or bidding to price

PPC systems generally provide a couple of basic ways to bid; you can bid to
position or you can bid to price.

Bid to position means you tell the system what position you want, and the
maximum you're willing to pay, and the system tries to keep you in that posi-
tion, adjusting your bid as necessary to do so.

Bid to price means that you tell the search engine what price you're willing to
pay, and it always bids that sum; you get the highest position for the price
you bid.

Bidding to price seems to be a weak strategy, and bidding to position without
careful monitoring is dangerous. Bidding to price is certainly easier; just set it
and leave. But you may end up paying more for your clicks than you really
need to, missing beneficial bid gaps. Still, it’s okay for advertisers who are
lucky enough to be competing in an area with low bids.

With more competitive areas, though, bidding to position seems the better
strategy . . . but you have to watch the campaign carefully to get the best
click prices.

Bidding from different accounts

Once you've played in the PPC arena a little while, a simple trick to push your
traffic out of the bidding might occur to you. If you really wanted to edge out
your competition, perhaps you could create multiple ads for a single key-
word, each one using slightly different wording. You would be able to domi-
nate the listings for the keyword, bidding different prices for each, and see
which one works best. Of course, it would get expensive because you might
get several clicks instead of just one. But you might be able to block out
other advertisers, and of course some advertisers have tried this strategy.

However, the PPC systems won’t let you run multiple ads for a single key-
word; as you learn in the chapters on particular PPC systems, starting at
Chapter 8, you can assign multiple ads to a single keyword, but the PPC
system will only run one of your ads at a time for any keyword.
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But how about this? Set up five different accounts with a PPC system. Then,
in each account, bid for the same keywords using different ads. Sorry again.

d ’ o late; it’s been tried before. While PPC companies have slightly dif-

es, most run only a single ad on a search-results page pointing to a
particular Web site. Yahoo! demands that you own the site you point to, while
Google and others allow you to point to someone else’s site (which you might
wish to do if you are an affiliate of that site, earning commissions on all
sales). Either way, only one ad in the results will point to a particular site.

Does that mean nobody does this any more? [ suspect, as competitive as
online commerce is, some companies are still playing the game, setting up
not just multiple Web sites, but multiple business “fronts,” allowing them to
get most of the traffic. Of course a company would need a product or service
with very high margins to make this trick work.

Use Auto-Bidding Software

Managing thousands of different keywords, combined with dozens or even
hundreds of different ads, can be a real challenge. That’s why many PPC
advertisers use automated bidding software.

You have a wide range of options, and if you're a large-enough advertiser, the
PPC system may even provide you with some kind of tiber-bidding interface
not available to the mere mortals working with the basic system. For more
information on automating your bidding, see Chapter 16.

Finding Cheaper Clicks

All this talk of $40 bids might be a little off-putting. Perhaps you find that
many of your keywords are simply not viable, or you get into the bidding and
discover that the prices are way too high.

What can you do?
v Try buying clicks on second- or third-tier search engines or elsewhere

(see Chapters 11 through 14). You may get much cheaper clicks.

v Find less-competitive keywords (see Chapter 4). Often, useful keywords
are available at lower prices, even on the first-tier systems.

v Increase conversion rates (see Chapter 5) in order to make your
breakeven click value higher.

157



158 Part I: Preparing for Your Campaign

Keyword Matching Methods

DropBooks

t think keyword matching is easy. If you bid on the term video game,
and someone searches on the term video game, your ad comes up, right?

But what happens if someone searches for video games? How about games
video or buy video games? What do you want to happen?

Each PPC system has a different method for handling keyword matching.
Yahoo!, for instance, allows you to use three different matching techniques,
while Google provides four methods. Other PPC systems have different,
though likely similar, matching choices. And note that a keyword matching
method can generally be set to apply to all your keywords, or you can use dif-
ferent methods for different keywords.

Understanding the search tail

To a great degree, this talk of different matching methods is all about the
search tail — the fact that if you match a keyword too closely, you miss most
of the traffic.

Look at the following list of search terms taken from Wordtracker (see
Chapter 4). I searched for video games, and Wordtracker returned a list of 300
results that contained the term video games (I don’t have room for 300, so
I've shown the first few):

Searches per Day Cumulative Searches

1  video games 9,132 9,132

2 music video games 859 9,991

3  adult video games 621 10,612
4 used video games 269 10,881
5 video games xbox 240 11,121
6 video games playstation 2 237 11,358
7  violent video games 230 11,588
8 online video games 229 11,817

Look at the Searches per Day column. It starts at 9,132 searches a day, drops
immediately to 859, then 621, and by the eighth search term, it’s down to just
229 searches a day. The 300th position gets only seven searches a day. So as
you can see, there’s this big “tail” . . . the searches tail off, as you can see in
the chart in Figure 7-6.
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Wordtracker gave me only the first 300 search phrases; there are probably hun-
dreds more containing the phrase video games. For each phrase, Wordtracker
gives me an estimate of how often the phrase is searched upon every day. (The
Cumulative Searches column, of course shows the total number of searches for
all positions from #1 through the current position.). And even in this first 300
searches, most of the searches are not for the term video games, they are for
phrases containing the term video games:

v The combined daily total for all 300 search terms is 18,557.
v The daily total for the top search term is 9,132.

Thus, if your keywords get matched only with the exact phrase video games,
you're missing 51 percent of the first 300 phrases, many of which — perhaps
most — would be useful to you.

A crude PPC system could exactly match the keywords you're bidding on
with the keywords people search for, and indeed the major PPC systems let
you do just that if you wish. But the PPC-system designers know that an
exact-match means you'll miss many other useful matches . . . and they’ll
miss the money they would earn by matching you with other searches. So the
PPC systems provide different matching systems to help you place your ad
on search results pages that you might otherwise miss. Broadening the
search match can, in some cases, dramatically increase the number of times
your ad is displayed . . . though it can also reduce ROI (see Chapter 3).

Using Google’s matching choices

Google has four different ways to match keywords; the Broad match method
is used by default unless you choose another one:
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v Broad match: With this default method, Google looks for searches that

include the keywords you specified. If you are bidding on video games
someone searches for buy video games, games video, or even stop
playing video games, your ad will be matched. Broad match also
includes something known as expanded match; Google matches the sin-
gular and plural versions of the keywords (in this case, video game), syn-
onyms, misspellings, and related terms. (Expanded match is not used
with Phrase match and Exact match, below.)

v Phrase match: With the Phrase match method, Google displays your ad

if someone searches for your keywords in the same sequence, although
other words may be included in the search before or after your key-
words. If you bid on video games, your ad appears for searches on buy
video games or video games shop, but not buy games video.

v Exact match: With Exact match, your ad is displayed only if the exact

keywords are searched for; your ad will not appear, in these examples,
for anything but video games. The searched-for words must be exactly
the same (with the exception of capitalization) and in the same order.

» Negative match: A Negative match is one in which Google will not dis-

play your ad in the results if the specified negative word is included in a
search. For example, if you sell most game systems but not PS2, you
could make ps2 the negative term, so if someone searches for, say, ps2
video games, your ad is not displayed. (Of course, negative matches
have no effect on exact match keywords.)

P By the way, capitalization is never taken into consideration with these match-
ing techniques. It doesn’t matter whether the person searches using lower-
case, uppercase, or mixed-case, the matching is based on the words and
spelling, not capitalization.

Table 7-4 shows how you can enter keywords into the Google PPC control
panel (see Chapter 9) to specify what matching technique to use.

Table 7-4 Google’s Keyword Matching Systems

Match Type Keyword Search Result

Broad match video games Display ad for any search that includes these

words, in any order and any combination.

Phrase match “video games” Display ad only if the search includes this
phrase.

Exact match [video games]  Display ad only for this specific search.

Negative match -ps2 If using broad or phrase match, exclude

searches thatinclude this term.
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By the way, Google’s ranking algorithm is really quite complex, and some of

the intricacies add a little complexity to how these matching types work. For

i Google may decide to Broad match your keywords with some terms
Sthers. If you are bidding on video games using a Broad match, Google

may decide that your particular ad works well when Broad matched with ps2

video game but not when matched with xbox video game; thus, it will continue

to match with the former but not with the latter.

As we discuss in Chapter 9, Google evaluates how successful your ad is (to
Google, a successful ad is one that gets clicked frequently), and gives more
weight to successful ads and less weight to less successful ads, and pulls very
bad ads entirely. Google creates a Quality Score to determine if and where your
ad will be placed into search results, and the company claims that the Quality
Score requirements are stricter for Broad and Phrase matches than for Exact
matches; in other words, even if you select Broad or Phrase match, your ad
might appear only for Exact matches.

Using Yahoo!’s matching choices

Yahoo! provides three matching choices, but unfortunately it’s not entirely clear
how these work. (I can guarantee that the vast majority of Yahoo! Sponsored
Search users do not know how these choices work because there’s no way to
figure it out from the current Yahoo! documentation.) Yahoo! currently has these
three match types (it does not have the equivalent of Google’s Phrase or Exact
matches):

v~ Standard match: This is similar to Google’s Broad match. It looks for any
search that includes all the words, in any order, and also looks for
common misspellings (viddeo games) and singular and plural versions
(video game, video games). It’s not quite the same as Google’s Broad
match, though, because while Broad match allows other words to be
included in the search query, Standard match allows only for your key-
words and no others. They can be in any order, but they can’t be mixed
with other terms.

v Advanced match: This default matching type is closer to Google’s Broad
match. It works like the Standard match, but other words can be mixed
in with your search terms. If you’re bidding on the keywords running
shoes, then your ad is also matched with nike running shoe. Also, if you
use Advanced match, your ads are likely to be placed onto more pages
when using the Yahoo! Content Match service (explained in Chapter 13);
Yahoo! uses a much broader matching system when deciding what pages
relate to your ads.

v Excluded words: Just like with Google’s Negative match, you can tell
Yahoo! to exclude words from searches; you can exclude them from a
particular ad, a category of ads, or all the ads in your account.
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There’s one very important thing to remember about Yahoo! Advanced match-
: at least at the time of writing, Advanced match is not used by Yahoo! itself;
sed on (some) of the Yahoo! partner sites. I recently tested this, and
grorking on AltaVista, CNN, InfoSpace, and MSN, but I'm told that some
partner sites may choose not to use it. So your ads will be standard matched
when placed onto search-results pages on Yahoo.com itself, but may be
advance matched when placed onto other sites.

There’s real confusion surrounding Advanced match amongst some people,
including some of Yahoo!’s support staff. Some say it’s only on partner sites,
others that it’s network-wide. Certainly, at the time of writing, though, it’s
working only on partner sites . . . by the time you read this, maybe Yahoo! will
be using it on Yahoo.com, too.

By the way, the difference between Advanced and Standard matching is hard
to check for yourself because the changes are made to the database once a
day; thus, you can’t just change the setting and go to, say, AltaVista.com and
test it, you have to wait up to 24 hours.

Picking the best matching method

With all these matching methods, which do you pick? Consider what might
happen if you bid on very specific terms — the equivalent of Google’s Exact
match:

v You get far fewer ad displays and, therefore, fewer clicks.
v The displays and clicks you do get are very targeted.
In general, you don’t want to use Exact match or similar with very general

phrases. You might use it for george bush, but not for president, because in
the second case, you get an exact match with a very vague term.

Now take a look at what happens when you bid on a very specific term com-
bined with other words, the equivalent of Google’s Phrase match:

v Use this if you know the exact phrase you're interested in and believe
the phrase is likely to be combined with other words. Use Phrase match
for george bush, for instance, and you’ll be matched with terms such as
george bush approval ratings, but not george w bush approval ratings
or george herbert bush family tree.

v You'll get more ad displays, so potentially more clicks.

v You may find that you have a lower click-through rate; the more exact
the matching, the better the click-through rate.

v You may find that you get a lower conversion rate, too.
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The Broad match-type search creates more searches, of course. In effect,
while Google has one type of broad match, Yahoo! has two. Here’s a closer

O)kgahoo!’s Standard and Advanced match.

Advanced match is the broader match of the two (Standard is broader than
Google’s Exact and Phrase matches, but not quite as broad as Google’s Broad
match.) Yahoo! recommends that you use Advanced match for searches in
which you are using specific longer phrases, such as tony lama cowboy boots. If
you use Advanced Match with the term boots, your ad is matched with all sorts
of worthless phrases — ugg boots, these boots are made for walking, and so on.
Use Advanced match with tony lama cowboy boots, and your ad is matched
only with searches that include the words tony lama cowboy boots, such as tony
lama women’s cowboy boots, vintage tony lama cowboy boots, and so on.

Broad searches are, in a sense, a way to take a very specific phrase that won’t
be matched very often with a more exact search type, and broadening it so
that you do, in fact, get more matches.

Don’t forget, of course, what Google calls the Negative match — Excluded
Words in Yahoo! parlance. These nonmatches can be useful if you find that
many of your matches are inappropriate. Imagine you’re selling antivirus soft-
ware. Research tells you that more people search on the phrase free antivirus
software than on antivirus software, and that the people who see your ad after
searching for free antivirus software, not surprisingly, don’t convert well, so
you simply don’t want your ad to appear for those people. You can use a
Broad match — so you'll still appear for phrases such as computer antivirus
software and windows antivirus software — but if you set free as a Negative
match or Excluded Word, you won'’t appear for free computer antivirus soft-
ware or free windows antivirus software.

Keep an eye on your Web-site traffic logs for words that you should exclude.

All of this raises another question. Why not go with a few keyword phrases
and Broad match them to be sure to get everything? A few reasons. Some
phrases are not suitable for Broad matching; you get way too many matches.
Also, you won’t always be sure to get everything. For example, as | mention
above, Google won’t Broad match with every phrase anyway. And, depending
on the PPC system’s rules, a bid on a particular phrase probably gets priority
over a bid on another phrase that is being Broad matched. Also, Google’s
Broad match may be too broad; Broad matching the term rodent racing may
match you with horse racing and rodent extermination. You may be better off
going with a larger list of keywords and Phrase matching them (or using
Negative words, though it’s hard to anticipate all the terms with which you
don’t want to match your ad).
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Where will you be ranked?

D ro p B O Q‘jﬁﬁ to the wonders of Broad matching, you’re not directly bidding on
e

d phrase with which you're matched, how does the PPC system
rank you?

Each system has different rules, but there are a few general principles. First,
you may have double matches in a sense. If you bid on the term antivirus soft-
ware (and it’s Broad matched), and you also bid on windows antivirus software,
then you have two matches when someone searches for windows antivirus
software. Of course, as I discuss earlier, the PPC system won’t place two if the
ad that is the specific match has precedence, and you’ll rank according to the
normal bid rules.

But if you didn’t bid on windows antivirus software, and your antivirus software
bid is broad matched to windows antivirus software, now the system has to
decide what to do. You haven’t bid on windows antivirus software, after all. So
where will you be ranked, and how much will you be paid? On the Yahoo!
system, for instance, the Standard match listings appear first, followed by the
Advanced match listings. On Google the decision is more complicated because
you don’t directly bid for position in Google, as you find out in Chapter 9.
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In this part . . .

Mw you're ready. If you read through the preceding
part and applied what you learned, you're way
ahead of the competition, and you’re now ready to begin
your PPC campaign. But where do you start?

In this part, I show you the two big systems: Google
AdWords, Yahoo! Search Marketing. These services are
the two monsters, the dominant PPC systems that are
responsible for over 95 percent of all paid clicks. They can
bring huge amounts of traffic to your Web site . . . if you're
willing to pay, and pay well. Still, you should be able to
figure out whether you can make money on those clicks
(and with what [ show you in Part III, you’ll be able to con-
firm it, one way or the other). We’ll also look at MSN
Keywords, which will be joining Google and Yahoo! in
their bigness status.

Of course, these three systems aren’t all there is to PPC;
and, in fact, traditional PPC isn’t all there is to paid clicks.
So in this part, I point out other advertising systems that
can often provide much cheaper clicks. I show you
second-tier PPC systems, paid inclusion and Yahoo!’s
trusted feed, Local Search, and alternative PPC systems,
such as shopping directories and the Yellow Pages.
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PropBOOkgy o rking with Yahoo!
Sponsored Search

In This Chapter
Setting up the Yahoo! Sponsored Search account
Adjusting account settings
Checking the Editorial process
Creating more ads
Managing the campaign
Editing ad listings

Istart the discussion about specific PPC systems by looking at Yahoo!
Search Marketing’s Sponsored Search PPC system for a couple of reasons.
Sponsored Search is the descendant of the first PPC system — Idealab’s
GoTo.com — and it’s also fairly straightforward to use. (As you discover in
Chapter 9, bidding on Google AdWords is a little more complicated.)

Furthermore, if you're planning to use both Yahoo! and Google, starting with
Yahoo! is a good idea, not just because it’s easier to get started, but because
you'll be able to figure out click costs and bid positions more easily on Yahoo!
and then apply that knowledge to your Google AdWords campaign.

Picking a Membership Level

Yahoo! Search Marketing offers three membership levels: Premier, Gold, and
Platinum. Premier is the basic level. (Have you noticed that you can’t buy a
small soda at many places any more, that the smallest is called medium? This
is the same principle; we all want to feel special, even if we’re not.)
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Everyone starts off with the Gold membership for at least 90 days, at the end

of which most companies are either dropped back to Premium or, if the

d ising spend warrants it, stay in Gold. If you want to jump right into
D ro p B O G Slyou have to call Yahoo! and convince them that you're going to

spend at least $80,000 a year.

By the way, Yahoo! doesn’t clearly state that you get Gold membership for the
first 90 days (it’s in the small print, at least at the time of writing), and you
might actually have to remind Yahoo!’s support staff of this fact in order to use
some of the benefits. And what are those benefits? Table 8-1 shows you.

Table 8-1 Yahoo! Sponsored Search Membership Levels
Benefit Premier  Gold* Platinum
Fast editorial review of your ad listings v v
Spreadsheet upload of your listings v v
Telephone and e-mail support v v v/
Priority telephone service v v
Priority e-mail service v v
Personal service from Yahoo!’s more-

experienced customer service professionals v
Personal consultation on editorial guidelines v
Personal assistance with ad-listing optimization,

including keywords, titles, and descriptions v
Spending requirements per year $0-$5.9K  $6-$79.9K $80K+

In practice, what does this mean to the average company? It means that for
the first 90 days, you should be getting more-rapid review of your ads, and
faster phone and e-mail support than for a standard “Premier” account. It
also means you can upload keywords with a spreadsheet, something I dis-
cuss later, in the “Uploading a spreadsheet” section.

Creating Your Yahoo! Account

In the summer of 2005, Yahoo! began rebranding; the division name was
changed from Overture (originally an independent company purchased by
Yahoo! in 2003) to Yahoo! Search Marketing. This division has a number of
advertising products:
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+* Sponsored Search: The PPC system [ show you in this chapter. The
Sponsored Search service incorporates the Content Match service in

D r O B O OKS:I ads are placed on content, rather than search-result, pages.
p 1 Advertising: Two services designed for brick-and-mortar busi-
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nesses. Local Sponsored Search is simply localized PPC, which you find
out more about in Chapter 12, and Local Listing is a way to enter your
business into the Yahoo! Local Search (for free or for $9.95 per month for
enhanced features).

1 Search Submit: A service for submitting your Web pages to the “natural”
search results through a paid-inclusion service (Search Submit Express) and
a trusted-feed service (Search Submit Pro). I explain these in Chapter 14.

v Product Submit: A way to feed data into the Yahoo! Shopping price-
comparison directory.

v Travel Submit: A way to feed data into the Yahoo! Travel directory. See
Chapter 14.

v Directory Submit: A system for entering information about your Web
site into Yahoo! Directory (http://dir.yahoo.com).

During the rebranding, Yahoo! has been renaming and moving things;
Sponsored Search is the most recent name for the PPC system; it used to be
known as Precision Match. Thus, you may, while viewing information about
Yahoo!’s PPC services, hear the old names, in particular Overture and
Precision Match.

If you know you're going to be spending over $10,000 a month on PPC ads,
call Yahoo! directly; don’t bother with the following sign-up procedure. It
wants to talk to you! It'll assign a representative to help you . .. Otherwise,
read on and get started.

You can go directly to the Yahoo! Search Marketing site if you wish; point
your browser to http: //SponsoredSearch.Yahoo.com/, then look for
the Sign Up link. Better still, though, follow this procedure to get a special $50
discount offered to readers of this book.

1. Point your browser to PPCBulletin.com. I've posted a page that con-
tains details, and a link to the appropriate page to take advantage of
the offer.

2. On the page that appears, click the SIGN UP button.

3. Choose one of the sign-up plans. You can select the Self Serve plan,
and do the work yourself, or pay for the Fast Track plan and get a
little help from Yahoo!
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P Whichever sign-up plan you choose, you still get the same system to
work with — the same Web system to control your campaigns. However,

D K u pay $199 (this fee is not returned in clicks) for the Fast Track pro-
ro O ‘S‘l, Yahoo! helps you in various ways by

e Setting up the software for you

¢ Helping you pick the best keywords

e Writing your ads

e Recommending a budget for your campaign

¢ Providing a proposal document, showing an estimate of clicks and
prices, keywords, bid amounts, and the recommended ads

¢ Providing account review 60 to 180 days after you’ve begun your
campaign, to recommend changes

e Adding tracking URLs to all your ads (see Chapter 15)

Note that all ads have to be approved before they can be run; if you sign
up for Fast Track and use the recommended ads, they are, in effect,
preapproved.

The Fast Track program really is a good deal for many companies. If you're in
the mom-and-pop-business-learn-everything-and-save-money mode of think-
ing, sure, go ahead and use the Self Serve option. If you're independent and
value your time in terms of tens or hundreds of dollars per hour, or if you
work for a company that spends a couple hundred bucks on the office pizza
day, go ahead and use Fast Track.

Serving Vourself

From here on, [ assume that you’re the mom-and-pop-do-it-yourself type and
show you the Self Serve option for creating your account.

1. Click the SIGN UP button under the Self Serve option, in the page you
arrived at earlier.

The page shown in Figure 8-1 opens. Notice that this page refers to set-
ting up a Content Match account, as if it is something different. It’s really
the same thing; after you have a Sponsored Search account set up, you
can choose to turn Content Match on or off, which I discuss later in this
chapter, in the “Adjusting Account Settings” section.

2. From the Select Country drop-down list, choose the country in which
your business is based.

3. If you wish, select the check boxes for other countries in which you
are interested in advertising services.
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This has no effect on where your ad runs, it’s purely to help Yahoo! know
where you are marketing.

4. Click the Continue button.

The page shown in Figure 8-2 opens, and you’re ready to begin entering
keywords.
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Entering keywords

D ro p B O Q‘Iggge shown in Figure 8-2, you enter your keywords; the keywords that
g t

he display of the ad you create in the next step of this process.
Ideally, you should already know the keywords you want to work with and
have them broken down into groups, as recommended in Chapter 4. In
Chapter 6, you discover that it’s a good idea to include the keywords in your
title and description.

The absolute ideal situation is to have one ad for each keyword or keyword
phrase, but in most cases, that’s just not practical. But here’s a way you can
play the game. Imagine you're working with the following list:

business web strategies examples
business web strategies plans
content site strategy web
developing web strategy
successful web strategies
web design strategies

web marketing strategies
web marketing strategy

web search strategies

web site design strategies
web site marketing strategies
web site marketing strategy
web site positioning strategy
web site promotion strategy
web site strategies

web site strategy

web strategies

web strategy

You could split this into two lists, one for each ad, like this:

web strategy

web site strategy

web site promotion strategy
web site positioning strategy
web site marketing strategy
web marketing strategy
developing web strategy
content site strategy web
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web strategies
web site strategies

site marketing strategies
ro p O O search strategies
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web site design strategies

web marketing strategies

web design strategies

successful web strategies
business web strategies plans
business web strategies examples

The first list has the words web strategy in every keyword phrase; the second
has web strategies. Thus, you can create one ad using the keywords web
strategy and one using web strategies.

By the way, Yahoo! allows you to enter only 40 keyword phrases into the
Enter Keywords text box on this page.

To enter keywords, you need to do the following:

1. In the Enter a Category Name text box, type a reference name for the
group of keywords you’re about to enter (up to 20 characters, with no
spaces).

You might use the chosen keywords as the category name.

A category can be defined as a collection of related keywords and their
associated ads; a category includes at least one keyword and one ad, but
may contain multiple keywords associated with a single ad or multiple
keywords associated with multiple ads.

2. Copy the first keyword group from your list and paste it into the Enter
Keywords text box.

3. If you want to play with Yahoo!’s Keyword Selector Tool, type a key-
word into the Keyword Selector Tool text box and then click the Get
Keywords button.

You'll see a list of keywords derived from the one you entered (see
Figure 8-3) and how often each keyword is searched on. (The Est. Clicks
column actually shows 5 percent of the Monthly Search Volume figures.)

4. If you want to add keywords from the list to the Enter Keywords text
box, simply click the check boxes next to the keywords.

Note, by the way, that when you get down on the keywords list to where
the monthly search volume is in the tens, rather than hundreds or thou-
sands, the chances are those searches are one or two people searching
on a number of occasions; those keywords might never be searched
again. For instance, how many people, really, are searching on, say,
beyond border globalization strategy web.
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5. When you have finished entering your keywords, click the Continue
button, and you’ll see the page in Figure 8-4.

You are now ready to create your ad.

Creating your ad

On the page shown in Figure 8-4, you enter your actual ad: the title, descrip-
tion, and the URL the ad points to on your Web site. Notice the big Yahoo!
Search box on the right side; as you enter your information into the boxes on
the left, the text you type appears in the sample layout on the right.

Remember, though, this is only a sample layout for a top placement. If your
ad appears on the right side of the page, it will be different. Although you can
enter up to 190 characters into the Description, only around 85 characters
are displayed if the ad appears on the right side, so if you know you’ll be bid-
ding on positions #4 and lower, you may want to limit yourself to 85 charac-
ters. As for the Title, you can still enter 40 characters, and it will wrap onto
two lines if the ad appears on the right side.
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éj Write a Title and Description for Your Keywords - Microsoft Internet Explorer ===
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Figure 8-4:
You'll create
the ad in
this page.

Self-Serve Sign-Up )
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Use this page to create a single title and description Bl for all of your keywaords,

Need Assistance!

To complete this page:

1. Wite & title that communicates a strang call to action

2. Write = desaiption that complements your title and provides further details
3. Enter 3 URL that will direct customners to the related pages on your Web site

H rage Help

DDDDDDD
Listing Guidelines

Category: web-strategy
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distribution partners.
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Follow these steps to create your ad:

1. Type a title for the ad, up to 40 characters long, into the Enter Title box.
Remember to include keywords if possible.
2. In the Enter Description text box, um, enter your description.

You can enter up to 190 characters or limit it to 85 if you know the ad
will appear on the side of the search results.

3. Type the full URL of the ad’s landing page in the Enter URL box.

By the way, Yahoo! automatically extracts the domain-name portion of
the URL to create a “Display URL.” When the ad is displayed at the top
of the page, in the first two or three positions, there’s no practical limit.
On the side, though, only 28 or 30 characters will be displayed, so if you
have a very long domain name, you may want to drop the www. piece;
use veryverylooongdomainname.com rather than www.veryverylooong
domainname.com, for instance. Also, although you can use mixed-case
domain names if you wish, as I explain in Chapter 6, Yahoo! changes it all
to lowercase.

4. When you finish, you can click Continue to move to the next step. But
first, let me explain how you can use the current page to create multi-
ple ads.
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Creating multiple ads

D ro p B O Q‘ig§h, you can assign different ads to different keywords. Remember,
\ )

is to have one customized ad for every keyword. (You don’t have to
do this right now; you can always create other ads later, after setting up the
account.) Here’s how:

1. Click the Separate Titles & Descriptions for Each Keyword button, in
the Step 2 page (Write a Title and Description for Your Keywords).

You see the components in Figure 8-5. Notice that there’s now one set of
Title/Description/URL boxes for each keyword in your original list.

éj Write a Title and Description for Your Keywords - Microsoft Internet Explorer [==]=]
» » = = >
File Edit View Favorites Tools He @ Back ~ Adivess | ) hetpssfsianup.overtire. comfsignupss/oisfaddUIRTDLL do B :uns ,,'
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il b Sy Sount A ! el !
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0740 =
YAHOoO! searchlx Yahoo! Search
Enter Dessription: Writing effective descriptions |V
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hitp:
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+| Copy Description Down to All
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I
e
H . Enter URL: Che the right URLE
Flg“re 8'5 2l i a 771024
i hitp: 4/
Creating
multiple ads. e s [ o =
— [ SR

2. Enter the first ad in the first box.
3. Create ads for subsequent keywords:

¢ Click the Copy Title Down to All, Copy Description Down to All,
and Copy URL Down to All links, and Yahoo! duplicates your ad
into each set of Title/Description/URL boxes. You can then go into
each keyword’s ad and modify the information.

e If you wish, don’t click the links mentioned above; simply enter the
information for each ad separately.
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4. If you change your mind and decide you don’t want multiple ads,
click the Single Title & Description for All Keywords button at the
D r O B O O K&om of the page to remove the multiple-ad components.
p | n you finish, click Continue to move to the next step, where you’ll

bid on keywords.

Bidding on your keywords

After you have created your ads and clicked Continue, you'll see the page in
which you bid on your keywords (Figure 8-6). As you can see, a table lists the
keywords you entered in the instructions in the previous sections of this
chapter. For each keyword, you can find this information:

v Category: This is the category name you entered on the Select Your
Keywords page.

v Monthly Search Volume: This shows the number of times the keyword
is searched for per month on the Yahoo! network of search engines.

+* Your Max Bid (8): In this column, you enter the amount you’re going to
bid on the keyword. As I mention in Chapter 7 — which you must read
before bidding! — the bid price is not necessarily what you pay; you pay
just 1 cent above the bid below yours. Note that Yahoo! automatically
enters the bid that would be required to, at the current time, take the
top position. As I explain in Chapter 7, you probably won’t want to keep
this bid.

v Pos.: This column shows the position in the paid-search results that will
result from your Max Bid. When you first enter this page, it shows 1 for
each keyword because Yahoo! recommends that you bid for first posi-
tion (don’t blindly take that advice!).

1+ Top 5 Max Bids: This shows the bids from the current top five advertis-
ers. If you want to see more bids, click the Bid Tool link to open the Bid
Tool, which I show you in Chapter 7.

1 Est. Clicks: This column shows the estimated number of clicks from the
currently selected position. Don’t worry too much about this number;
run your PPC campaign and see what the results actually are.

v Est. CPC: This column shows the estimated cost per click from the cur-
rently selected position.

1 Est. Cost: the last column shows the estimated total cost from those
clicks.

Your first step should be to bid on your keywords based on what you find out
in Chapter 7 — the bidding strategies you have decided to use. As an exam-
ple, look at the current bids for web strategy. Here are each advertiser’s maxi-
mum bid and actual click price paid:
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Figure 8-6:
Bid on the
keywords
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Bid on Keywords

For each keyword below, enter your max bid B. The higher you bid, the higher your listings will appear in the search results and the more clicks your
Weh site will receive. On the right, you can see the current bids for the top five positions for each keyword,

DELETE

)kiSewords and Determine Your Budget

To complete this page:
1, Review the bid amounts for each keyword and make any necessary changes
2. Click the "Update Bids" buttan to anter your changes
3, Review the dally budget amount provided and madify if necessary
4. Click the "Galculate Estimate” buttan to entar your changes

H rage Help

Bidding Strategies
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Self-Serve Sign-Up
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Bid Position

#1
#2
#3
#4
#5
#6
#7
#8
#9

Max Bid
$2.99
$2.98
$1.50
$1.25
$0.12
$0.12
$0.10
$0.10
$0.10

Consider some options:

Actual Paid

$2.99
$1.51
$1.26
$0.13
$0.12
$0.11
$0.10
$0.10
$0.10

v~ If you bid Yahoo!’s minimum bid amount, 10 cents, you'll be at position
#9, below the other people already bidding 10 cents (they get priority
because when multiple advertisers bid the same, they are ranked

according to who bid first).

v Taking position #1 will cost you $3 per click.
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Figure 8-7:
Here's
where you
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1~ Taking position #2 will cost about the same, $2.99 per click.

You can take position #3 for $1.51 per click, 50 percent of the #1 and
C prices.

percent of the position #1 price!
Hmmm, position #5 looks pretty good!

How about the pricing on web site positioning strategy?

Bid Position Max Bid Actual Paid
#1 $0.13 $0.12
#2 $0.11 $0.11
#3 $0.11 $0.11
#4 $0.11 $0.11
#5 $0.10 $0.10

Chapter 8: Working with Yahoo! Sponsored Search

#2

v You can have position #5, a pretty good position, for just 13 cents, just 4

In this case, bidding 10 cents gets me position #6, which is not too bad. But
these are such low prices anyway, I might consider bidding 14 cents for that

top position (assuming it makes sense considering my breakeven click value,

see Chapter 3).

When you’ve figured out where you want to bid, enter the numbers into the

text boxes in the Your Max Bid ($) column and then click the Update Bids

button. Yahoo! updates all the bid-related information for you.

Now scroll down the page and you’ll find the Daily Budget information
(Figure 8-7).

£1Bid on Keywords and Determine Your Budget - Microsoft Internet Explorer &
Filo Edit View Favorites Tools He Qe - address [ @) turs.co rieywords-submit.[v| B Go Links
Set your approximate daily budget
&n appraximate daily budget has been estimated far you based on your hids.t To make changes, either madify your bids or enter a new amount in
the box below and dlick "Calculate Estimate.”
If you wish to increase your budget, first consider increasing your max bid amount(s).
Target Monthly Cost: $30.00 Estimated Monthly Estimated Etmated
Approximate Daily Budget+ & |1.00 Calculate Estimate search volume Monthly Clicks missed clicks
Crninirmum $1.00 per day)
*required field 13,504 o
IEEEEE Back | [ Continue
&] S @ Intemet
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This area simply helps you calculate your costs. Yahoo! enters a daily budget
and shows you how many clicks you’ll get for that payment. If you adjust the

Oakliglget and click Calculate Estimate, Yahoo! recalculates; for instance, it
PR

ate whether you are likely to miss clicks because you don’t have
enough money in your budget to buy them all.

When you’ve finished in the bidding area, click the Continue button to pro-
ceed to the Contact Information page, where you will finalize your account
setup.

Completing the account setup

After you've finished bidding on your keywords and setting your budget, the
last phase of account setup is the Contact Information page, where you’ll
enter the usual contact and billing information.

Entering contact information

This is the normal contact info rigmarole, so I'm sure you don’t need help
with it. Name, address, blah, blah, blah. Oh, and the Terms and Conditions
blurb: I know you’ll read it very carefully. It’s only 18,447 words long (yes, I
counted), so it shouldn’t take more than a minute or two.

Entering billing info

The next step is the usual billing info stuff, but with a slight twist. Yahoo!
takes your estimated monthly budget and recommends that you deposit this
amount, though you can deposit less if you wish (there’s a $30 minimum).
You have to enter credit card information to complete your application.

Completing the advertiser survey
It’s required, so you’'d better fill it in.

Don’t forget the confirmation page
Make sure you save the information on the confirmation page for future refer-
ence. You need
v Alink to the account console (currently http://dtc.overture. com)
v A link to basic information about working with Yahoo!
v Your account ID (when you entered contact information, you entered a

User Name, but Yahoo! also assigns an account ID number to you)

Okay, you're done; you've created your account. Though actually it’s not yet
running. So let’s move on and look at the account console.
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Adjusting Account Settings
D ro p B O O)k@)unt has been set up, but there’s more to do, both before you begin

running your advertising campaign and throughout the campaign, to keep
track of what’s happening. So let’s log in to the account console. Go the main
Yahoo! Search Marketing page (http://searchmarketing.yahoo.com)
and click the Manage My Accounts button. Log in using your username and
password. You'll see something like Figure 8-8.

] Yahoo! Search Marketing - Microsoft Internet Explorer =at
» » _ »
File Edit View Favorites Tools He Q) ack - Adehess ] https:fserurmoverturs.comfwelcomsda v B itk -/
Aooount B
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Account Summary Page Help
Your sccaunt is currently affline, Please verify that your account has
funds and that your listings meet our editorial guidelines, If you have
questions, plaazs cantact Custarer Selutians by dicking an the
Support Center link at the bottam of this page.
I
Fi ure 8 8' show Stats For ;| Current Day || el
9 Sponsored Search Summary Spo paschjCostant Match
The = B @nline Listings : [)
ety Tatal 1I?tl:| i Total o Total Conversion Cost Per Dline Listing= 0
manage- Impressions  clicks @S cost(d) (oS tonversions Rate (%) tonversion () R e A
HiA [ [y [y i A nin HiA A Recently Remoued Listings : 0
ment Don't se= any conversion data? Click here, | gudgat (Edit) o
le" Content Match™ Summary —— =
consoles —_ Total otal | BOEE e ek Total conversion cost per Advanced Match Type ¢ oN
. Impressions  Clicks dick T o Conversions Rate (%0) Conversion () Contant Match™ : oN
main page, iR NfA NiA NiA WA ) WA WA A Eesvafiack ORE
the Account Don't see any convarsion data? Glick here,
Summary. <
—— | ] 8 @ mene:

You'll notice that the account is not yet running. You can see a “Your account
is currently offline” message in the top-left corner of the page. Until your ad
has been reviewed by the editorial staff, your ads won’t run.

But there’s something else you should do before you begin your campaign,
anyway (no need to wait for editorial approval, you can continue setting up
the account before you hear from the editors). You should turn off content
match. As I discuss in Chapter 2, content match ads — ads placed on content
sites rather than on search sites — are likely to have a lower return on invest-
ment (ROI) than normal Sponsored Search ads. Luckily, you can manage both
campaigns separately (note the Manage Sponsored Search and Manage
Content Match tabs at the top of the page). You could bid less for content-
match ads than for sponsored-search ads.

However, [ recommend that when you start, you turn off content-match ads.
After you have everything running well — and making money — and you are
comfortable with the whole process, then you can turn on content match and
experiment.
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Figure 8-9:
The
Account
Set-Up
page.

Apart from content match, there are a number of other account settings you
should be aware of. Click the Account Set-Up option (under the Account tab)

g Account Set-Up area (see Figure 8-9), which offers these four set-

in, no need to wait for the editors, you can make these changes at
any time):

&1 Yahoo! Search Marketing - Microsoft Internet Explorer

D&%}
Eile Edit View Favorites Tools He Back ~ Address | ] hitpsijjsecure.averture, comfaccount-setup.da vIBe ks %
User Hame: pkconsult [Logout]

A
SEARCH 3 i
YAHOO-’ MARKETING Account: US PM Peter Kent Consulting (1527237434)

Acoount joney Manager

Acenunt Summary | Account Set-Up | Edit Profile | Change Password | Edit Account Hame | Personalize Pages

Account Set-Up

Page Help
Account On/Off Advanced Match Type
Ta turn off your Spensored Search account and stop receiving customer leads, Reach even more targeted customers by turning the Advanced match type
dlick the "OFf" buttan, Ta resume your flow of custorner [=ads, click "On." Flease feature an far this sccount. Then, go to the Manage Listings page, select the
note that your selection will 2lso be applied to your Content Match™ sccount, individusl listings you would like to opt into this faature and click on the Match
Your accountis currently offline. Please verify that your account has funds and Type Options buttan. Plaass nots that if "OFF" iz sslectad below, your individual
your listing: itorial quidelines. If you have please listings will be served vith the Standard match type anly.

contact Customer Solutions by clicking an the Support Center link at the bottom
of this page.

ON OFF

@OoN O OFF Add Exduded Words

Content Match™ Advertising

Easy Track
Contant Match™ displays your listings when Internet users view related content 1f you'd like mere datailed information when analyzing your Web server logs,
an our partners pages, Your listings will autsmatically be displayed unless yau use Easy Track, By clicking the "On" buttan, you'll receive dats that vill allaw
choose ta opt out of Contant Match by dicking the "OfF" buttan

you to determine traffic by keyword, match type and raw search query.

Plasse nota: Easy Track may not be appropriste for il advartizers. To leam
mare, please dick the Page Help link abave.

@onN  OOFF OoN  @OFF

3
&l 8 ® Internet

v Account On/Off: This pauses your campaign. When you first set up your
account, it’s probably already turned off. When the editors approve your
ad(s), they turn it on. (Turning this off turns off both Sponsored Search
and Content Match; if you turn it on, Content Match is not on unless the
Content Match Advertising option buttons are also set to On.)

1 Advanced Match Type: By default Advanced Match Type is turned

off. See “Setting Match Type Options,” later in this chapter, for more
information.

1 Content Match Advertising: This is where you can turn off content-
match ads; by default, it’s turned on.

v Easy Track: This is a tool that you can use to add information to your

Web server’s traffic logs; you can find out more in Chapter 15. (It’s
turned off by default.)

Further down on this page, you find information about Conversion Counter, a

tool to help you figure out your conversion rates; I discuss conversion rates
in Chapter 15.
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You can also remove a specific ad category from content match, rather than
turning it off completely. Use the Category On/Off button in the Manage

ics page (click the Manage Content Match tab at the top of the page).
ro 'Sl ad listings can be turned off, too.

Checking Editorial Status

Your ads must be reviewed by Yahoo!’s editors before they’ll run. Want to see
the status of your ads? Click the Manage Sponsored Search tab at the top of
the page and then the Editorial Status option. You see a table with three more
tabs: Declined Listings, Pending Listings, and Removed Listings; you’ll proba-
bly find your ads listed under Pending Listings, at least to begin with. (A list-
ing is a keyword/ad combination.)

Yahoo! has four basic listing statuses:

v Approved: The ad is running and can be found in the Manage Sponsored
Search or Manage Content Match pages.

v Pending: The ad has been submitted for editorial approval.

v Declined: Ads have been rejected because they don’t meet the guide-
lines. You'll find them on the Editorial Status page, under the Declined
Listings tab.

+ Removed: Ads that have been running but were removed for under-
performing or for not meeting editorial guidelines; you’ll find them on
the Editorial Status page, under the Removed Listings tab. You can
modify and resubmit these ads.

Note that even if Yahoo!’s editors approve an ad, they may actually change it
before they accept it! So once approved, check your ads carefully to make
sure they say what they are supposed to.

As soon as your ads are approved by the editors, they go live. You may not
always want that to happen, though. If you prefer to have the ads go live
when you're ready, turn off the ads’ category:

1. Click the Manage Sponsored Search tab at the top of the page.

2. Click the option button next to the category you want to turn off.

3. Click the Category On/Off button.

When the editors approve your ads, they’ll be placed into the category, but
won'’t go live until you turn the category back on.
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If your listing appears on the Declined Listings, it was rejected by the editors.
Editors can reject your ads for many reasons, and many, many ads do indeed
el eipated. Not all rejections are directly related to your ad, but may be a
@ &Swith the Web site or landing page. Click the Decline and Remove
Reasons link to see details. You may see one of the following reasons, or
something similar:

v Adult URL - Escort: No ads related to prostitution allowed.

1 Back Button: Clicking the back button after arriving at the landing page
does not return the visitor to the search results.

+” Blocked Term: The ad relates to one of Yahoo!’s banned products.

v Content Not Found: The landing page or site does not contain informa-
tion related to the keyword.

v Insufficient Content: There’s insufficient content on the landing page
matching the keyword.

v Job: Your ad uses the term job or employment, yet the site is not directly
related to an “employee/employer relationship.”

v Prescription Drugs: You can run prescription-drug ads only if you have
been through a special approval process first. (You’ll have to talk with
Yahoo! about this.)

v Recreational Drug URL: Yahoo! doesn’t run ads for “recreational mind
alteration.”

v Spawning: The landing page “spawns” more than one pop-up window.
v T/D: Clarity: The Title or Description is unclear.

v T/D: Contact Info: You added contact information to your ad, such as
phone number, address, e-mail address, fax, or full URL.

1 T/D: Description Quality: The ad breaks a rule, such as using a superla-
tive expression, an exclamation point, or unnecessary capitalization.

v User Name/Password Needed: The landing page requires login informa-
tion to view it.

Working with the editors can sometimes be frustrating, and in fact some of
their decisions just don’t seem to make sense! Unfortunately, Yahoo! doesn’t
make appealing the editorial decision, nonsensical or not, very easy, and ads
cannot be moved or resubmitted from the Declined box. You can, however,
recreate the ad and then resubmit it, hoping you get a different editor next
time! Complaints about the editors are very common, and from what I've seen
many of these complaints are justified.

All of which leads to this question: How can you talk to someone at Yahoo!?
You can find a Support link at the bottom of every page in your account con-
sole. It’s light gray, so you might miss it — look carefully. This link takes you to
a page on which you can access a Support Request Form and enter questions.
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You can call, though the phone number’s hidden away a little; to save you
some time, here’s the number: 866-924-6676. Make sure you have your account

not just the User ID) before calling; you'll find it in the top-right corner
ro p O G anagement console.

MBER
@&
&

There’s something we won’t cover in this chapter, but that you really should
look into before you begin your campaign. | suggest you read about tracking
traffic to your site in Chapter 15. At the very least, you’ll probably want to
turn on Easy Track (explained in Chapter 15), a system that sends informa-
tion to your Web server when someone clicks an ad, so you can see, in your
traffic logs, the keyword you bid on, the Match Type, and the actual search
query typed by the searcher. You'll also probably want to use the Conversion
Counter, which, through the use of a little bit of code on your Web pages,
sends information back to Yahoo! so it can keep track of conversion.

Creating More Ads
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You've seen how to create ads already, and, of course, you can go back and
create more. You may have to if they’ve all been rejected by the editors, of
course! But creating more ads is all part of the process of experimentation,
finding what works best. Here’s how:

1. Click the Manage Sponsored Search tab or Manage Content Match tab
at the top of the page.

When you create an ad category, it applies to both Sponsored Search
and Content Match campaigns, so creating it in one applies it to the
other, too.

2. Click the Add Listings option on the line below the tabs.

You see a page very similar to the one you saw in the original sign-up
page for working with keywords (Figure 8-2).

3. Use the process I discuss in the previous “Entering keywords” section
to create your ad and keyword combinations.

Note that this page has another option: a drop-down list box that lists all
your existing ad categories and an additional Unassigned option. You can add
an ad to an existing category or place it into the Unassigned category if you
wish, and assign it to a particular category later.

Uploading a spreadsheet

Now, you might have jumped a step ahead and thought, “Surely there’s got to
be a better way. Can’t I just upload a spreadsheet containing all my keywords
and ads?”
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Imagine that you have 500 keywords broken into 50 keyword groups, with dif-
ferent ads for each group. Or perhaps you are working with thousands of key-

ouldn’t it be easier to manage all these in a spreadsheet and just
ro p O e spreadsheet?

|
Figure 8-10:
The ad-
listing
spreadsheet
template.
|

Yes it would. Can you do it? Yes, if you ask nicely. As [ mention earlier, Gold
and Platinum accounts can use the spreadsheet-upload feature — and all
accounts, for the first 90 days, are Gold accounts.

Call, ask nicely, and remind Yahoo! that you are a Gold member because
you’re new, and it’ll send you a sample template (the LSOTemplate.x1s file)
that you can use to create your own upload file. In Figure 8-10, you can see
the headings for this spreadsheet. You simply enter all the information for
each ad in the appropriate columns and save the file. (Don’t put more than
1,500 listings in a single spreadsheet file.)

| ] Microsoft Excel - Copy of LSOTemplare.xls — =H0g
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3

=
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M 4 v nlsheet 1 {sheet 2 { sheet3 / |1 [#
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To upload your spreadsheet file, click a Support Center link, which can be
found at the bottom of every page in your management console, to access
the Support Request Form. And make sure you remind them that you have a
Gold account for three months (no, I'm not being anal, someone on the Gold
support team actually told me that it would be a good idea to do this, just to
be sure the spreadsheet is accepted). To upload your spreadsheet, click the
Attachment tab at the top of the form. You'll see controls that let you attach
the spreadsheet file to the message.

Note, by the way, that thanks to Yahoo!’s editorial guidelines — and the fact
that different editors have different ideas as to what those guidelines actually
are — working with spreadsheets is not always easy. “We want to spend
much more money with Yahoo!, but they don’t make it easy,” one client told
me. “We spend three times as much on Google as we do on Yahoo!, because
Yahoo!’s editors keep slowing down our keyword submissions.” This client,
by the way, is using hundreds of thousands of keywords, and spending
$60,000 a month on Google.

Some third-party bid-management tools that allow you to do this are avail-
able. You upload spreadsheets to the bid-management tool, which then sub-
mits the data to Yahoo! (See Chapter 16 for information about these tools.)
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Copying (and deleting) ads

D ro B O Qfgb there are other things you can do with ads; sometimes you’ll want
(0] hem — to use an existing ad as the starting point for a new one —
and sometimes you’ll want to delete them. Here’s how:

1. In the management console, click the Manage Sponsored Listings tab.

2. Click the Manage Listings option on the line under the Manage
Sponsored Listings tab.

3. Click the check box next to the ad listing you want to copy (or
listings — you can copy multiple listings at the same time).

4. Click the Edit Listings button.
5. In the box that opens, click the Copy Listings link.

You see a box showing all the listing details.
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. Make any changes you want and add a new keyword for the listing.
You can have only one ad for each keyword.

7. Click the Continue button.

You can also delete listings, of course; in Step 5, simply click the Delete
Listings link.

Managing Your Yahoo! Campaign

Setting up a PPC campaign is just the start . . . PPC campaigns must be man-
aged. You need to keep an eye on what’s going on, so that you maximize the
benefit and minimize the cost. So let’s take a look at how to manage your
Yahoo! PPC campaign.

The Manage Categories page

As you discover in Chapter 7, you need to watch your bids. You can be
leapfrogged by other advertisers or, in some situations, forced to pay more
than you should be paying. So start digging into the system and find out how
you can keep track of what’s going on in your campaign. The Manage
Categories page lets you manage keywords and ads within a category. You can
view all the keywords, and modify bids for each one.
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You can view the Manage Categories page for search-engine placement
onsored Search results) and for content sites (Content Match) separately.

S
| appropriate tab at the top of the page. You see a list of all your cate-
ro p O jgure 8-11).
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All this can seem a little confusing. Here is a summary of the columns in the
table:
1 Category: The table shows you at least three lines:

¢ All Listings: A “super category” showing you all your keywords
and their associated ads.

¢ Unassigned: Ads that were created and placed into the unassigned
category.

e Named Categories: The categories you created when you first set
up the account.

v Match Type: The keyword matching in use: Standard or Advanced. See
“Setting Match Type options,” later in this chapter, for more information.

v~ Total # of Terms: The total number of keywords in the category.

v Keywords with Different Bids: The number of ads that are using a bid
other than the category Max Bid.

v Category On/Off: Shows whether the category is online (the ads are
running) or offline (the ads are not running).
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+ Your Max Bid (8): The maximum bid price for all ads in the category,
unless you individually set ads to different bid prices. When you first

in using your account, using the category created during the Self
ro p O O e sign-up process, no Max Bid has been set.
v+ Submit Changes: Enter a value in the Max Bid column and then click the
corresponding Update Bids button to enter a category-wide maximum

bid. Be careful; doing this overwrites all the existing individual bids for
each listing.

1~ Stats for my Categories: Notice the drop-down list box below the follow-
ing column headings. This determines what period the numbers are
from: Previous Day, Last Week, Last Month, or Month to Date.

e Clicks: The number of clicks the ads in the category have received

¢ Click Rate (%): The click-through rate — the percentage of ads
shown that were clicked upon

e Avg. Cost (8): The category’s average click cost
¢ Total Cost (8): The category’s total click cost
e Conversions: The number of conversions on your Web site

¢ Conversion Rate (%): The percentage of clicks that turn into a
desired action on your site

e Cost Per Conversion ($): The cost of each conversion
Before I move on, I'd better clarify a few terms here. A listing is a single key-

word, and its characteristics: the bid and associated ad. Yahoo! also uses the
word term (as in “Total # of Terms”) to mean a keyword listing.

The table also sports a few buttons. You can click an option button to the left
of a category name to select the category, and then you can click one of the
following buttons to carry out the action:

1~ Edit Category: Rename or delete the category.

v Bid Options: Turn on Bid to Position or use one maximum bid for all list-
ings in the category. I discuss this a little more in the “Your bidding
options” section, later in this chapter.

1 Match Type Options: Set all the listings in the category to either
Standard or Advanced Match Type. By default, they're set to Standard.
See “Setting Match Type options,” later in this chapter.

v Category On/Off: Place the entire category, and all its ad listings, online
or offline.

v Download: Download the information from the category into a spread-
sheet or text file. You'll get a list of all the ads with titles and descrip-
tions and some very basic bid information.



190 Partii: sing the PPC Systems

There’s one more important thing you can do on this page; you can click a
category name to view the ad listings in that particular category in the

D o p B 0 dk@ids page, which | show you next.

|
Figure 8-12:
The

Manage
Bids page.
|

The Manage Bids page

You saw a page similar to the Manage Bids page (shown in Figure 8-12) when
you set up your account, so much of it will already be familiar. The basic aims
of this page are to show you how your individual ad/keyword combinations
are doing and to allow you to modify the bids (of course you can also change
bids in the Manage Categories page).
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Look at the Top 5 Max Bids column. It shows, yes, the top five bids, but more
importantly it shows your bid in bold text; if you don’t see any bold text, your
bid is lower than position #5.

You've already seen some of these columns in the preceding section, so |
won’t repeat myself. But there are some new ones that you need to know:

v Keywords: Clicking a keyword opens a box in which you can modify the
keyword information. You can move it to another category, change the
online/offline status, change the Excluded words (see Chapter 7),
change the title, description, and URL, change the bid, change the Match
Type, or delete the listing.



Chapter 8: Working with Yahoo! Sponsored Search ’ 9 1

v Standard Match Position: This column shows the position the ad
appears in, with the current bid, when using Standard matching (when

Qg Advanced matching, the position may be lower). See “Setting
ro p O O h Type options,” later in this chapter.

+* Your Cost (8): In Chapter 7, I show you the difference between a bid and
an actual click price. This column shows the click price, the actual sum
you pay if someone clicks your ad.

v Your Max Bid (8): This shows your current maximum bid. You can type
a new number and click the Update Bids button to change your bid.

v Click Index: This little bar indicates how well your ad is performing
compared to the competitors — that is, how often searchers click it.
There are five bars, with three bars being average, five bars well above
average, and one bar well below average. When there’s just one bar, the
bar is red, and you risk having the ad removed.

You also have a number of buttons on the Manage Bids page:

v~ Edit Listings: Rename or delete the category.
v~ Edit Category: Move to another category.

v~ Bid Options: Turn on Bid to Position or apply a maximum bid to the list-
ings. See “Your Bidding options,” later in this chapter.

v~ Listing On/Off: Places the selected listings online or offline.

+» Match Type Options: Set the selected listings to either Standard or
Advanced Match Type and add Excluded words. By default, listings are
set to Standard match. See “Setting Match Type options,” later in this
chapter.

Notice also the View Category drop-down list box at the top left of the table.
Use this to switch between categories or to view all listings across all cate-
gories. You can also use the Display My Terms With text box to search for list-
ings that match certain keywords.

Editing Listings

There are a few ways to edit a listing after it has been created, even after it
has begun running in the search results. The Manage Listings page (shown in
Figure 8-13) provides a quick way to scan through all the different listings.
Remember that you can use the View Category and Display My Terms With
components to filter your listings to see just the ones you're interested in.
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Figure 8-13:
The
Manage
Listings
page.
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Most of this table is self-explanatory; it shows the Keywords each listing is
matched with, the Match Type you’re using, the Title, Description, and URL,
and so on. Here’s what the buttons can do for you. Select one or more listings
you want to edit and then click the appropriate button:

v~ Edit Listings: You can delete a listing or create a new one by copying the
selected one, or you can modify the listing’s Title, Description, and URL.

v~ Edit Category: Move the listing to another category.

+~ Bid Options: Set a maximum bid, or bid to position (see “Your bidding
options,” below).

v Listing On/Off: Turn the listing on or off.

1 Match Type Options: Select the Match Type or add Excluded words
(see “Setting Match Type options,” later in this chapter).

You can also edit listings elsewhere, of course. The Edit Listings button on
the Manage Bids page opens the same edit options as it does on the Manage
Listing page. Clicking the listing on the Manage Bids page, though, opens a
more advanced Keyword Detail page, as you can see in Figure 8-14, in which
you can change almost everything related to the listing.
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Figure 8-14:
The
Keyword
Detail page,
opened by
clicking the
listing name
on the
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Bids page.
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Modifying Bids

Yahoo! provides a few different ways to modify bids. As you learn in Chapter 7,
there are a number of bidding options you could employ, depending on what
your competitors are doing.

1 To change a specific listing’s bid, enter your new bid in the appropriate
text box on the Manage Bids page or the Keyword Detail page, which is
available by clicking a listing in the Manage Bids page.

+ To change a group of listings’ bids within a category, select the listings
and then click the Bid Options button.

v To apply a single bid to all listings in a category, go to the Manage
Category page. This bid can be overridden by later applying a bid to a
particular listing.

v To bid to position, click the Bid Options button on the Manage
Categories, Manage Bids, or Manage Listings page to apply a simple bid-
ding rule (see Figure 8-15): “Pay as little as possible, up to $x, to keep
position y.” This can be applied to an entire category, to a group of list-
ings within a category, or to an individual listing.

Chapter 8: Working with Yahoo! Sponsored Search ’ 93
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Setting Match Type options

In Chapter 7, I discuss different keyword matching types. 'm not going to go
into detail about these, but I do want to quickly show you how to set the dif-
ferent types.

By default, your listings use Standard match. If you want to use Standard for
some and Advanced for others, the first thing you have to do is set Advanced
for the entire account: Click the Account tab at the top of the page and then
select the Account Set-Up option. Next, click the Option button in the
Advanced Match Type area and click the Submit button.

This control turns Advanced Match on and off for the entire account; even if
you have a particular listing set to Advanced Match, it won’t work if the
Account Set-Up Advanced Match option is set to Off.

You can also enter Excluded words in this area: Click the Add Excluded
Words link to open a window in which you can type words you want excluded
from all searches, across your entire account.

After you've turned on Advanced match, you can specify, for a particular list-
ing or category, what matching type to use. Look for:

v The Match Type column in the Keyword Detail box (displayed when you
click a listing in the Manage Bids page).

v The Match Type Options button in the Manage Categories, Manage Bids,
and Manage Listings pages.
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The Match Type Options buttons on the Manage Bids and Manage Listings
pages (not the Manage Categories page) open a window in which you can

turn Advanced match on and off and enter Excluded words to apply
ro p O O iySHto the selected listings (see Figure 8-16). Use this carefully, though,
and make sure it really did what you intended, as it’s a little flakey.

e Options - Microsoft Internet Explorer  CJE/E)
Match Type Options Page Help
—
. 1 Choose Match Types = Select Excluded Words
F'Q'-"e 8-16: Show account excludad wards
The Match Keyward standard Advanced Exduded Words
Type & &
@ Enter one word or phraze per line, 45 linas
Options rnaxirmum
page, where content site Excluded word
you can set strategy web selection
Advanced +| Copy Excluded Words Down
Match and [ + [ClearAll ]+
enter
Excluded
words. B
E‘] S @ Internet
—

Removing ads

PPC systems want their advertisers to run ads that encourage searchers to
click them; that, after all, is how the PPC company gets paid. If your ads don’t
get clicked enough, Yahoo! at some point removes them.

You saw earlier the Click Index bar. This indicates, in comparison with other
advertisers, how well your ad is doing; if you have one red block on the index
bar, you have problems, and the ad may be removed soon. (Note that it takes
some time after your ads are released for Yahoo! to determine the click index.)

There’s also a Low Click Index Listings line in the Account Status box that
appears on most management console pages. This indicates how many list-
ings have the single red bar in the Click Index. A number in here is a warning
that you should be thinking about fixing the ads.

Finally, the Account Status box also has a Recently Removed Listings line,
indicating how many listings have been removed because of low click rates
over the last 90 days. If you click the number, the Removed Listings tab on
the Editorial Status page opens, so you can see the listings, modify them, and
resubmit them.

How do you fix a removed ad? Read Chapter 6 and try creating the ad again!
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Chapter 9

DropBOOKSy, ing Traffic from
Google AdWords

In This Chapter

Creating your Google account

Turning off content placement

Creating campaigns, ad groups, and ads
Managing your campaigns
Understanding bidding

Placing bids and keyword matching

Fough Yahoo!’s PPC system (see Chapter 8) is the descendant of the first
such system, Google’s AdWords system is perhaps the best known, partly
due to all the Googlemania seen over the last few years.

Google AdWords is certainly one of the first-tier systems. Not only are
AdWords ads placed on the world’s most popular search site — Google —
but they also appear on a wide variety of other sites, large and small. They
are placed onto all the Google search-engine partner sites, and that includes
very significant sites, such as AOL.com, Netscape.com, Earthlink.com, and
Amazon’s A9.com search engine. Of course, these ads also appear on many
content sites, such as The New York Times, The Weather Channel,
Business.com, and many thousands more, smaller sites. (Though I recom-
mend that you don’t use content placement to begin with; I cover this subject
in more detail in Chapter 13.)

Most large PPC advertisers use Google along with Yahoo! (and, by the time
you read this, possibly MSN). Google AdWords is regarded as an essential
part of any PPC campaign; in fact, some companies find that they get better
results from Google than from other systems (although other companies,
quite possibly, get worse results). Advertisers I've spoken with who are sell-
ing to a high-tech audience sometimes claim that they get much better con-
versions from Google. “Our customers are the sort of people who search on
Google,” one consulting client told me.
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Creatmq Vour Google Account
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1ng up your Google AdWords account by going to AdWords . com.
Unlike Yahoo' which has all sorts of different advertising programs (see
Chapter 8), the only program you'll find at the Google AdWords page is the
AdWords PPC program.

Before you begin setting up an account, check out the Google Jumpstart ser-
vice, which is similar to the Yahoo! Fast Track program I discuss in Chapter 8.
JumpStart is an easier decision than Fast Track: Not only does Google’s staff
help you pick keywords, write your ads, and set your bids, it also applies the
$299 JumpStart fee to your advertising campaign, so it ends up being free.
(Assuming you actually run your campaign; the fee is nonrefundable.)

Note, however, that you should carefully review any bidding done by PPC
staff, whether for Google, Yahoo!, or any other system. Based on what you
find out in Chapter 7, you may want to revise bids. The PPC firms tend to
push the idea that the #1 position is always best, which is not always true.

As with Yahoo!, Google has a special program for large advertisers (though
the required budget is much lower for Google). If you know you’re going to be
spending over $4,000 a month on PPC ads, contact Google. Currently, a link at
the bottom of the main page says, “Let our specialists design a campaign for
you.” Click that link and you’re taken to a page that contains a contact link
near the top of the page for “additional setup and support services.”

In this chapter, though, I discuss only the self-service set up. So let’s get
started setting up your first AdWords account.
1. Point your browser to http: //AdWords .com.
2. On the page that appears, click the Click to Begin button.
You see the page shown in Figure 9-1.
3. Select the language your ads will be written in.

If you plan to use multiple languages, select them all by holding the
Ctrl or Command key on your keyboard while you click the different
languages.

4. Select a Target Customers by Location option.

[ show you this in more detail in Chapter 12, but for the moment, assume
that you're just selecting the basic Countries option.

5. Click the Continue button to move on to the next step.

You see the Target Customers by Country page (Figure 9-2).
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6. Select the country or countries in which you want to run your ad or

select All Countries.

You can use the Ctrl or Command key again while clicking to select mul-

tiple countries.

7. Click the Add button to move your selections into the Selected

Countries box.

8. Click the Continue button to move to the next page, where you create

your ad.
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Creating your ad

D ro p B O QK ting your account, the next page (Figure 9-3) is where you create
our

7As you type, the sample in the top left changes to show you what the
information you are entering will look like in the completed ad. Remember,
you’ll want to read Chapter 6 before you create your ad.

#] Google AdWords: Create Ad - Microsoft Intemet Explorer
File Edit View Favorltes Tools He | () = ks adiess (@] reopeifjadwards, sooale.comjsshectiCessndrmnssrdtyss—nennccone v [ co /8
Create an ad Common Questions L]

= Whhere will my ads appear?
Exarniks + et should my ad say?
Luxury Cruise to Mars
isit the Red Planet in style = What are Google's Editorisl Guidelines for
Low-gravity fun for everyone! ads?
WA BXAMRle Com » Adiords Glossary
Search Help
Heacline: (o2

Mg 25 characters

Description line 1 \ould you like Gongle to éo this for you
Max 35 characters instead? Let our experts help
Description line 2 Max 35 charactsrs

Display URL: (7]
PRy il hitp: Max 35 characters

Flgure 9-3: Destination URL: [2] ‘ML"
Create your
ad here. [ ¢ Back | [ Resetad | [ Continue »

—— | e — py7hl=en_Usaictx—foct 5 @ mncemet

Wax 1024 characters

Follow these steps to create your ad:

1. Type a Headline, up to 25 characters long.
2. Type the two Description lines, each one up to 35 characters long.
3. Type the Display URL, up to 35 characters long.

This is the actual URL, usually a domain name, that is displayed at the

bottom of the ad. As discussed in Chapter 6, Google does allow you to

mix-case your domain names to make them easier to read, and I advise
you to do so.

4. Type the Destination URL, the URL of the ad’s landing page, up to
1,024 characters long.

5. Click the Continue button.

Google automatically checks to see whether your ad obviously breaks any
editorial guidelines (as discussed in Chapter 6). If it does, you see the
Request an Exception box that allows you to explain why your ad does
not break the rules. You'll be able to continue through the process, and
Google will have a live editor check the ad after you complete the process.
(If you don’t have a problem, of course, when you click Continue you
simply move to the next step.)
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P Note that if you request an exception for your ad, you may slow down
approval dramatically. While you can usually get up and running in a few
D pmutes, waiting for approval can change that to many hours. [ recom-
ro O é'@, d that you go with a simple ad that doesn’t cause a problem so you
can get moving and then try the problem ad again later if you wish.
a
Entering keywords
After you create your ad, you proceed to the page shown in Figure 9-4, where
you enter your keywords. You can enter your list directly into the large text
box (by now you should have a large list; see Chapter 4).
21 Google AdWords: Choose Keywortls - Microsoft Iiternet Explarer (=]
File Edit View Favorites Tools He o & s bl 3 il | ] hitps:/jaduwords google, comjselectiChooseKeywordsPwizardType=news ¥ | £ G0 j’}’
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Enter one keyward or phrase per line. Example list DR~ enter & Keysord belowto see relevant results from our lKeyor . &M sre the steps to creating a kevward
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= VWhat is Google’s tradetnark policy?
Figure 9-4: * bt et et
Enter your e s
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into the e B
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box. ‘ L“_Eim | Coutintie s | instedd? Let our experts hel =
e W

Notice, though, that Google also provides a keyword-selection tool. Type a
keyword into the small text box and click Get More Keywords to see some-
thing like what’s shown in Figure 9-5. Google shows you two types of key-
words: those that contain the phrase you entered, and those that are related
to the one you entered — keywords that people searching on your phrase
also searched on.

To add keywords from these boxes, click the check boxes next to the phrases
(or use the Select All button) and then click the Add Selected Keyword button.

When you have a word in your list, you can modify it to specify the type of
matching you want to use for that word (see Chapter 7). Note that, by default,
your keywords are Broad matched, which can increase click-throughs from
poorly matched keywords. You may want to change keywords to Exact or
Phrase match to make sure you get closer matching.
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OR - enter & keyword below to see relevant results from our
Keywword Toal.
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™ Pleaze read an important note about the Keyword Tool

If web strateqgy is inyour keyword list...

More specific keywords: The following are popular gueries that
contain web stratecy. You may add these gueries if you think they
match your business. If you see any unwanted keywords below,
you can add them as negative mstches. [7]

Select only the keywords that are relevant to your campaign.

[[] weh site strategy [ weh strategy

[[] strategy web

|:| weh site marketing strategy
|:| web hased strategy games
[ web design strateay

»View more keywards

[[] web based strateay
[] web strategy pro

[ wwveb marketing strateay
[] weeb strategy games

[ Select All J [ Add Selected Keywords ]
[ Similar keywords: Users who searched for vweb strategy also
searched for these terms. You may vish to target these related
Fl ure 9_5 ternz, but remember that specific terms (ke wsed buck safes)
g . ususlly lead to better results than general terms: (like ¢ad). If a
Th e keyweord i wrong for your message, make it a negative (7]
keyweord for your Ad Group by adding & minus sign (23 in -car
keyWO rd aceidents)
tOO| [[] webpro [] marketing
. [ teraterm [ corey nuc
provides a
[ weebfix [[] extended ecition
cou ple Of [ sory rudl [ iay shraham
d |ffe rent [ emarketing [ allen says
keyword » View more keywords
lists.
[ Select All ] [ Add Selected Keywords ]
I

For instance, if you are using the term rodent racing,

+»* To Broad match, simply enter the term into the large keywords box.

v To Phrase match, enter the keyword phrase in quotation marks: “rodent
racing”

v To Exact match, enter the keyword phrase in square brackets: [rodent
racing]

v To Negative match, that is to exclude all terms with the keyword, pre-
cede the term with a minus sign: -extermination (Thus, if Broad match-
ing, your keywords would not be matched with rodent extermination.)

When you’ve finished your keywords, click the Continue button.
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Entering budget information

D ro p B O Qckls you have entered your keyword(s), the next screen (Figure 9-6) you
ncoulrte

r is where you enter information about how much you want to
spend on your ads.

1. Select a Pay for This Account Using currency option.
This is simply the currency in which you will be billed.

2. In the Enter your daily budget text box, enter the maximum amount
you want to spend every day.

After this limit has been reached, your ad will be pulled. It’s a good idea
to use this number to control your campaign in the first few days to
make sure everything’s fine and you don’t have a runaway ad spend!

3. In the Enter Your Maximum CPC (Cost Per Click) text box, type the
maximum amount you’re willing to pay for a click.

You'll want to modify the price for particular keywords later (see
“Getting Help Placing Bids,” later in this chapter).

4. Click the View Traffic Estimator link to open the traffic estimator
(Figure 9-7).

This tool shows you the positions in which your ad will be placed for
each keyword, based on the sum you have bid and an estimate of the
number of clicks per day, the cost per day, and the average cost per
click. Remember, your cost per click is not the same as your maximum
bid (see Chapter 7).

The Status column shows whether or not your ad will be displayed for a
particular keyword; if it says Inactive, increasing the maximum bid may
change it to Active. Note that you’ll be able to change bids — and thus
positions — for particular keywords later; see “Getting Help Placing
Bids,” later in this chapter.

5. When you’re finished, click Continue.

Completing your account sign up

After you enter your budget information. you're ready to finalize your
account sign up. In the next screen, (Figure 9-8) you see a confirmation page
in which you can review your ad, keywords, and budget. After you have
reviewed the confirmation page, click the Continue to Sign Up button.
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The daily bueiget 7] conlrols your costs. Yehen the daily limi is reached, on average, your ad wil stop showing for that day. (The budget
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fime & user clicks on your adl. Your max CPC can be changed as often as you ke
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Continue »

Common Duestions

* ‘When do my ads start accruing costs?

* How are ads ranked?

= How o | get my ad in the to
every tine?

How do | control the cost af my ads?
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Keywords ¥ Clicks [Day  Cost/bay  Avg.CPC  Status
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contert site stralegy weh 10 =04 $0.00 3040 Aclive
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weh marketing strategy 24 02 $0.15 3078 Aclive
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weh stte pastioning strategy 14 <04 $0.00 3031 Active
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web ste strategy 20 03 $0.14 §048  Active
weh strategies 15 08 $0.95 22 Acive
web stratecy 20 03 034 $0.85  Active
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subject 10 review by Google anc may not trigger your ats Untilthey are approved. Please note that your tratfic estinates
assume your keywords are approved.

&] Done

S 4 Internet
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In the next screen, Google will ask if you have a Google account. Google has
begun the process of consolidating all its subscriber services into a single
account system; with a single Google account you'll be able to check your
e-mail, read discussion groups, use Personalized Search, receive Google news
and search alerts and via e-mail, use your Froogle Shopping List (you can find
information about all these at www.Google.com/accounts/), use your
Personalized Homepage (www.Google.com/1ig), use Google Talk (talk.
Google.com), use the Orkut online community (www . orkut . com) and, of
course, manage your AdWord campaigns.

You may not want to have the AdWords account linked to your personal
Google account, though; if you are, for instance, setting up AdWords for a
client, or setting up an account that will be used by several people, you'll
want a separate account. So Google gives you a choice. If you already have a
Google account you may, if you wish, use that account for AdWords; click the
Sign in to AdWords with your Google Account link. Or you can choose to
create a new Google account (either because you don’t have one, or because
you want to keep your existing account separate): click the Create a new
Google Account to be your login to AdWords.

Whatever your choice, enter the requested login information, then click the
Create AdWords Account button, and Google completes the sign-up and
sends you an e-mail with further information about how to validate the asso-
ciated e-mail address.

You have now created an ad group in your first ad campaign. An ad campaign is
a project that targets a geographic region and contains one or more ad groups.
An ad group is a group of keywords to which one or more ads have been
assigned. Ad groups are similar to Yahoo! Sponsored Search ad categories,
though not quite the same.
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As you see in the preceding chapter, Yahoo! Sponsored Search has ad listings
within its ad categories; these are single keyword phrases associated with

d $s. Google operates a little differently. An ad group is a group of key-

th one or more ads associated with them; if you have multiple ads,
then Google “rotates” the ads — your reports will show you which ads work
best for each keyword.

I think the term ad group is really a little misleading; I like to think of it as a
keyword group because typically you have a group of keywords associated
with a single ad. Though you could have a group of keywords associated with
multiple ads, it’s more rare, I think, for advertisers to have single keywords
associated with groups of ads (though certainly I can see situations in which
advertisers might want to do this).

Note that you haven’t yet finished the sign-up process; as you probably
noticed, you haven’t paid them yet! After your account has been approved,
you get a notification e-mail message. (It may take a few minutes, perhaps
much longer if you used the Request an Exception box to appeal an editorial-
guidelines decision.) Read the e-mail message, follow the instructions, and
log in to your account.

When you first log in to AdWords, you see a notice saying that you haven’t
yet set up your payment information. Click the Billing Preferences link and
enter all the usual stuff — read the terms and conditions (at 1,267 words,
they’re positively brief compared to Yahoo!’s 18,447 words), enter credit card
information and your address, and so on. Note, by the way, that Google
charges a $5 activation fee for each account.

Be careful, though. After you complete this process, your campaign will prob-
ably start right away. If you're not sure you want this to happen — you may
want to look around in the AdWords management console (which we look at
next) a while to figure out what'’s there first — turn off the campaign you cre-
ated during the initial setup process. Click the check box next to the cam-
paign on the main page you see when you log in; then click the Pause button
to pause the campaign.

Removing Content Placement

After you’'ve received your e-mail and verified your account, you can log in to
your account; go to http://AdWords.com/ and do so. You'll see a page
similar to that shown in Figure 9-9.
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As I discuss in Chapter 2, | recommend that you turn off content placement
before you begin your campaign. Content placement refers to the placement
of ads on non-search sites, and it’s likely to have a lower return on invest-
ment (ROI) than normal search-results placement. So you may want to turn it
off to start with and perhaps turn it on and experiment with it later.

This is another way that Google varies from Yahoo!. With Yahoo!, content
placement is treated like a totally separate distribution network: You can turn
that distribution network on and you can turn it off, and ad listings on each
distribution network are managed completely separately. With Google,
though, you have one ad management area, not two, and you turn ads on and
off selectively within this single area. There is no way to turn off content
placement from an “account level” as there is with Yahoo!.

Here’s how you go about turning off content placement:

1. Click the Campaign Management tab at the top of the page.
2. Click the name of the campaign you want to modify.

3. Click the Edit Campaign Settings link.

4. Clear the Content Network check box.

5. Click the Save All Changes button.
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Using the All Campaigns Page
D ro p B O Qektgz a quick look at the All Campaigns, page, the page that you see when

you first enter the AdWords management console; you can reach it if you're
somewhere else in the console by clicking the Campaign Management tab at
the top of the page — you’ll see the screen shown in Figure 9-9:

1 Campaign Name: Pretty obvious, eh?

1 Current Status: Your campaign might be Paused (the ads are not run-
ning) or Active (they are).

v Current Budget: The daily budget set for the campaign.

v Clicks: The number of clicks on the ads in the campaign in the specified
time period (set above the table).

v Impr.: The number of impressions in the specified time period; that is,
the number of times the ads have been displayed. (All the subsequent
items are related to the time period, too.)

v CTR: The average percentage click-through rate.
v Avg. CPC: The average cost per click.
v Cost: The total cost of the clicks.

v Conv. Rate: The conversion rate for the clicks; I discuss conversion
tracking in Chapter 15.

v Const/Conv.: The cost per conversion.

Editing Campaign Settings

Above the All Campaigns table you'll see several buttons. You can use these
to Pause or Resume the campaign’s ads and to Delete the campaign. You can
also use the Edit button to open the Edit Campaign Settings page (shown in
Figure 9-10) — click the check box next to a campaign and then click the Edit
Settings button.

Here’s what you can do in this page:

1 Change the campaign name.

1 Change the daily budget.
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v View a Recommended Budget.

This is Google’s recommendation based on past performance for the
k<g~ords in the campaign.
+ Turn on the Budget Optimizer for this campaign.

[ discuss the Budget Optimizer in the “Your Bidding Options” section,
later in this chapter.

v~ Specify when the ads should be shown.

v Automatically optimize ad serving. With this feature turned on (the
default), Google automatically serves ads that have higher click-through
rates (CTRs). As [ mention earlier, if an ad group has multiple ads within
it, those ads “rotate” — with this feature turned on, Google doesn’t
rotate ads randomly or in sequence; it gives preference to ads that have
high CTRs.

1 Specify where to show the ads: On the search network and/or on the
content network.

I discuss the content network in Chapter 13.
v Select the language(s) with which the ads should be matched.

1 Select the countries in which the ads should run.

£16Goagle AdWords: Edit Campaign Settings - Microsoft Internet Explorer BE]
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f [ more info shout these choices]
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Chinese (simplified)
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SR Apr1, 2005 Ads shoud be urien nthe sbove l3nguage(s)
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Creating More Campaigns,

pE@RAGEs, and Ads

If you wish to create more ads, you have two choices: You can add an ad to
an existing ad group (remembet, an ad group is a collection of one or more
keywords associated with one or more ads that Google rotates among the
keywords, so you can add another ad to one of these groups), or you can
create a new ad group entirely, entering both keywords and ad text.

+* To add an ad to an existing group, open the ad group from the
Campaign page, click the Create New Text Ad link. Also note the Create
New Image Ad link, which is purely for content ads; Google does not run
image ads in search results. See Chapter 13 for more information.

” To create a new ad group, click the Create New Ad Group link in a cam-
paign page.

You can, of course, also create new campaigns. (Campaigns are collections of
one or more ad groups.) Click the Create New Campaign: Keyword-Targeted
link in the Campaign Summary page. Note that there’s also a Create New
Campaign: Site-Targeted link, but this is also a content-ad feature, which I go
over in Chapter 13.

As I discuss in Chapter 8 with Yahoo! Sponsored Search, you can upload a
spreadsheet or a comma-delimited spreadsheet that contains keywords and
ads to your Google AdWords account, though Google doesn’t necessarily
make it easy for you to do. The customer-service rep may actually tell you
there isn’t a way to do this. In fact, if you're spending enough money, they will
provide such a mechanism. There seems to be no specific guideline — “each
request is decided on a case-by-case basis,” | was told. As one advertiser told
me, “They get much more helpful when you reach a couple of thousand dol-
lars a day!” That’s an exaggeration; I'm sure they’ll help you with spreadsheet
uploads at a much lower spend level, perhaps around $130 a day (Google’s
$4,000-a-month limit for special assistance).

Using dynamic keyword insertion

You learn in Chapter 7 that including the searched-for keyword into your ad
is a powerful thing; that the closer the ad matches, the more effective it is
likely to be. Furthermore, Google will bold any words in your ad that match
the words in the searcher’s query, helping your ad stand out.
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Well, Google provides a way for you to automatically insert the keywords used
by into your ad. You type {Keyword:default} into your ad title or first line
enerally use it in the title, as it’s hard to make the description flow
D ro p B O @ when you’re not sure what phrase will be inserted. For instance, let’s
say your ad is related to a candle store. You might enter this into your ad title:

{Keyword:Votive Candles}

When Google displays your ad, in place of this text it will display the key-
words that the searcher used. If the searcher uses more than 25 characters in
the search phrase, Google won't insert the keywords into the ad; rather, it
will use the default phrase instead . . . in this case it would use Votive Candles.

You can define how Google capitalizes the inserted keywords, by changing
the capitalization of the word keyword, like this:

v {keyword:Votive Candles} — The inserted keywords will be all lower-
case; for instance, buy candles

v {Keyword: Votive Candles} — The first letter of the inserted keywords
will be uppercase; for instance, Buy candles

v {KeyWord: Votive Candles} — The first letter of each word will be upper-
case; for instance, Buy Candles

Use this technique carefully, though. It can definitely increase your click-
through rate, but that doesn’t necessarily mean it’s a good idea; your clicks
may increase at a greater rate than your sales, leading to lower ROI.

Specifying bids and URLs for keywords

Google provides a little trick that lets you specify, for each keyword in an Ad
Group, a particular bid and URL, giving you more control over your cam-
paign, improving tracking, and allowing you to make your landing pages more
“relevant” to the keyword the searcher used (see Chapter 5).

Here’s how it works. Open the Ad Group you want to modify (click a campaign
name in the All Campaigns table, then click an Ad Group name in the Campaign
table). Then click the little Edit Keywords link you’ll see above the table. You'll
see a text box containing all the keywords in the Ad Group. You can now add
bids and URLs to each keyword, by appending this text to each line:

% 25 ol el e 1L
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For instance, adding this sets the keyword’s bid to 35 cents, and sets the
Destination URL to yoursite.com/shoepage.html:

D ro p B O OkS* *http://yoursite.com/shoepage.html

For instance, you could do something like this:

content site strategy
web**1.00**http://yoursite.com/pgl.html

developing web
strategy**0.55**http://yoursite.com/pg2.html
successful web
strategies**0.40**http://yoursite.com/pg3.html
web design strategies**1.50**http://yoursite.com/pg4.html
web marketing
strategies**1.55**http://yoursite.com/pg5.html
web marketing strategy**1.05**http://yoursite.com/pg6.html

Managing a Campaign

|
Figure 9-11:
You can
manage
basic
campaign
settings
here.
|

After you log on to your account, click one of the Campaign titles in the table
on the main page, and you’ll see a Campaign page (Figure 9-11) listing all the
ad groups in your campaign. The table columns require no explanation now
that we’ve seen the All Campaigns table (in the “Using the All Campaigns
Page” section, earlier).
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The Campaign page contains a number of useful buttons. You can, of course,
Pause and Resume the ads running in the selected ad group. You can also



DropBo

Chapter 9: Buying Traffic from Google AdWords 2 ’3

Delete an ad group or Rename it. But you can also change the maximum CPC
by clicking the check box next to the Ad Group you want to modify, clicking

d}%sge Max CPC button, entering a new maximum CPC into the page that

and clicking Save Changes.

By the way, Google has a great little diagnostics tool that you can use to
figure out whether your ad is running properly, and if it isn’t, why not. On the
Campaign Management tab, click the Tools option and then click the Ads
Diagnostics Tool link. You’ll be able to enter a keyword, google domain, lan-
guage, and location, and find out if Google thinks your ad should be running
under those circumstances . . . and if not, why not.

Managing Your Ad Groups

|
Figure 9-12:
The Ad
Group page.

Click an ad group in the Campaign page, and you’ll see the page in which you
can manage the keywords and ads in that ad group (see Figure 9-12). This
page shows you all the keywords in the ad group. At the top, it shows the
first ad in the group, but if the group has multiple ads, you see all of them
listed at the bottom of the page, underneath the table, Notice the View All
Below link to the right of the sample ad at the top. Clicking this link moves
the page down to the bottom to the list of ads. Remember, Google rotates the
ads, using them in sequence (and eventually, when it figures out which are
most effective, using some more than others).
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So what’s on the table on this page? Notice first, at the top of the keywords
list, the Search Total and Content Total lines. Google provides statistics

D r O p B O Orkgown by search-results pages and content pages.

For each keyword in the group, you have a number of familiar statistics: the
number of clicks, the click-through rate, and so on. There’s also the Status
column, which may show Active or Inactive. Active means, of course, that the
keyword is running (or able to run, assuming the ad group and campaign are
active) . .. that an ad from the ad group will appear when the keyword is
used in a search.

If the keyword is Inactive, you have several choices:

v Increase your Maximum CPC (bid). A link under the Inactive indicator
tells you how much you must bid to get the ad running again for this
keyword. Click the link to open a page in which you can change the bid.

v Edit your keywords. You can add and remove keywords from the list.
v Edit your ads. You can add or modify ads.

&,N\BER In some cases, you have to bid higher, even if you do change your key-
& words or ads, simply because your Maximum CPC is too low. We'll look
at active and inactive bids in more detail under “Google’s minimum bids
and the Quality Score,” later in this chapter.

The Vagatries of Google Bidding

As I discuss in Chapter 7, Google determines ad position rather differently
from most other PPC systems. Compare Google with Yahoo! Sponsored
Search:

+* On Yahoo! Sponsored Search, you bid for a position. Yahoo! shows you
everyone else’s bids, and you bid above someone else to take that
advertiser’s position.

v On Google AdWords, you tell Google how much you’re willing to pay,
and Google shows you an estimate of what position you’ll (probably) be
in and how much you’ll actually pay. Google never shows you other
advertisers’ bids or positions.

What’s going on here? What’s Google hiding? Well, Google can’t really show
you how it determines your ad’s position because it’s determined by a
number of factors:
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1. Your maximum bid

. Other advertisers’ maximum bids
DropBo0okss:: e s

The Quality Score is an evaluation of how well your ad performs in conjunc-
tion with a particular keyword (an ad may do well for one keyword but badly
for another). Google wants the best performing ads possible for two reasons:
Google gets paid when you get clicks, and Google is also trying to provide the
best possible search results to searchers; ads that get clicked frequently are,
presumably, good results for a particular search.

Thus, an ad with a high Quality Score may actually rank higher than an ad
with a higher Maximum CPC. That’s right, your ad may appear lower than
someone paying less than you, or higher than someone paying more than
you. We look at the Quality Score in a little more detail next.

Google’s minimum bids and
the Quality Score

Until 2005, Google had a simple minimum bid: 5 cents. The company has
changed the minimum bid methodology now, so different ads and keywords
have different minimum bids (with the lowest possible bid being 1 cent).
Google now has quality-based minimum bids. This means that an ad with a
high Quality Score — one on which people are clicking frequently — requires
a lower Maximum CPC (maximum bid). When you begin running an ad, you
get a default Quality Score, of course, which can rise or drop depending on
ad performance.

In addition, Google now has two keyword statuses: Active and Inactive. If the
keyword is Active, you have bid enough, or more than enough, for your ad to
be displayed. If the keyword is Inactive, it means that the associated ad will
not run. You have a couple of options:

v Increase the Maximum CPC (the maximum bid)

v Increase the Quality Score of your ad by improving the ad and
re-running it

[ discuss at length how to optimize ads to increase click-through in Chapter 6,
so I'm not going to go into it here. But you must understand the Quality Score
concept to understand how bidding on Google functions. It’s not all about
bids, and because the bid — the Maximum CPC, as Google calls it — does not
directly determine your position, it makes bidding a little tricky.
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Of course, when you begin running your ads, you have only one option if a
keyword is set to inactive: You have to increase Maximum CPC; at the begin-

c;‘) e, Google uses a default Quality Score because it has no information

t Yw well your ad is running (because it’s not yet running), so if your ad
is inactive it just means Google wants you to bid higher. Later, if your ad
drops below the active/inactive line, you can try rewriting the ad or increas-
ing Maximum CPC in order to get it back into the active status.

Before Google introduced its new quality-based minimum bid system, you
could bid whatever you wanted on a particular keyword, and Google would
assess how well the associated ads did based on the CTR (click-through
rate). If the rate dropped too low, Google would stop running ads for that key-
word. It wouldn’t matter how much you bid, Google would not run the ad for
the keyword until you edited the ad.

Google still assesses how well your keyword is performing, but now whether
or not an ad runs — whether the keyword is active or not — depends on two
factors: your Maximum CPC (maximum cost per click — your bid) and the
Quality Score.

This means that if Google makes a keyword inactive, you can still get it run-
ning again without editing the associated ad or ads, or without producing a
new ad. Now, all you have to do is raise the bid.

As [ write this, Google just recently introduced this new system and is quite
likely in the middle of adjusting things. Exactly how it works may change
somewhat. At the moment, it does appear that there’s more to the Quality
Score than merely keyword/ad performance. Google states that the Quality
Score is based on the “keyword’s click-through rate (CTR), relevance of your
ad text, historical keyword performance, and other relevancy factors,” so the
last two factors are significant. Historical keyword performance presumably
means the performance of this keyword not just for you, but for other adver-
tisers, and other relevancy factors could cover a lot of ground. As for rele-
vance of the ad text, presumably Google is trying to compare keywords with
the ad text to see if they are related in some way, though this is a very hard
thing to do in an automated manner.

It appears, for instance, that other relevancy factors includes the historical
performance of your account. “When we opened a new account,” one large
advertiser told me, “we found that the minimum required bids were huge,
around $5 a click, so we moved the keywords into an existing account we’d
had for some years, and the minimum click price instantly dropped below a
dollar.”

This advertiser is convinced that the new system discourages new advertis-
ers, whether intentionally or not — that new advertisers must pay more per
click than established advertisers.
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Anyway, regardless of the details of the inner workings of Google’s bidding
orithm, the basics are this:

al
D ro p B O O le calculates a Quality Score based on certain characteristics: click-

through performance of the keyword/ad combination, performance of
the keyword for other advertisers, your account (it’s age and perfor-
mance, perhaps), relevance of the ad text, and so on.

v Google uses the Quality Score in combination with your bid — the
Maximum CPC — to determine whether your ad will run for a particular
keyword.

v If Google decides that your ad will run, it uses the Quality Score and bid
to determine where the ad will rank.

v If Google decides that your ad will not run, or if your ad gets a low posi-
tion, then you have two choices: attempt to increase the Quality Score
or increase the bid.

Certainly a large part of the Quality Score is the click-through rate. If the ad
simply doesn’t get many clicks, then it will have a low score. So consider this:

1. If you bid so low that the ad is positioned low on the page — below the
fold — you’ll probably get a low click-through rate.

2. Your Quality Score will drop, which will drop your position even further.
3. You'll need a higher bid to maintain the low position.

4. You'll need a much higher bid to push the ad up to a position in which it
does get enough clicks to increase the Quality Score.

It’s hard to know exactly what’s in the minds of the developers of any piece of
software, but certainly the Google bidding system does appear to have been
built to encourage higher bidding and more competitive bidding and to dis-
courage advertisers from coming in at lower positions.

Google's “discounter”

[ mention in Chapter 7 that bidding and click prices are two different things in
most PPC systems; that advertisers generally pay 1 cent above the lower
bidder, regardless of how high the bid is.

It’s harder to see on the Google system because of all this Quality Score stuff,
and of course it can’t work the same — because in some cases you'll rank
above people paying more than you, and sometimes below people paying
less than you — but Google does have what it calls its discounter, which is
part of the ranking algorithm and ensures you pay the “minimum.”
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Your Maximum CPC (your Maximum Bid) is, on Google as on other systems,
the most you are willing to pay. But Google figures out your rank based on

ity Score and your bid and then charges you one “just 1 cent more
D ro p B O d :Sminimum necessary to keep your position on the page.”

When I try to think through this process (based on Quality Score and bid
price, find the ad position, which may be above someone paying more or
below someone paying less, then charge 1 cent more than, um, er . . .), my
head feels like it’s going to explode, so I'm not going to go into more detail.
However, remember that on the Ad Group page (see Figure 9-12), you’ll see
both a keyword’s Max CPC Bid and the Avg. CPC (the average cost per click).
As we saw in Chapter 8, Yahoo! shows you both your cost (the actual click
cost) and your maximum bid at that very moment. Google can’t do that, of
course, because it doesn’t know where it’s going to rank you until the ad

actually runs, but it can show you, afterward, what you bid and, on average,
what you actually paid.

Improving ad performance

If you find a wide disparity of results in an ad group, you might consider
breaking the group into multiple groups, making the ads easier to deal with
by having keywords with similar results grouped together. (To grab a list of
the keywords in an ad group, click the Edit Keywords link, and you’ll see a
text box containing the keywords.) Create a new ad (see “Creating More
Campaigns, Ad Groups, and Ads” earlier in this chapter), remove keywords
from the original group, and place them into the new ad.

You might also consider adding Negative match keywords. If you have a key-
word that simply doesn’t work well, consider whether people are often using
it with other keywords that completely change the meaning and remove
these words from consideration by entering them as negative terms. You can
quickly set negative keywords by clicking the Campaign Management tab,
clicking the Tools option below the tab, and then clicking the Edit Campaign
Negative Keywords link.

Getting Help Placing Bids

You've already seen how to place bids on your keywords in various places
throughout this chapter. In the following list, | summarize the different ways
you can place bids within the tables we’ve seen, and then I show you a
couple of bidding tools.
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v On the Ad Group page, select a keyword and click the Edit CPCs/URLs
button.

D ro B O Okﬂe Campaign page, select an ad group and click the Change Max CPC
t the CPC for all keywords in all ad groups in the campaign.

WING/

Simple enough, eh? But there are two more tools you can use, the Budget
Optimizer and the Find and Edit Max CPCs tool.

Using the Budget Optimizer

The Budget Optimizer is an automated bidding tool that is designed to get
the most clicks for your budget. You tell Google how much you’re willing to
spend for a particular campaign, and Google tries to get the maximum
number of people to your site. (The Budget Optimizer is applied to a cam-
paign, not to an ad group or keyword.)

Note, however, that this is a very crude tool, as you'll see, and should be
used with care. Don’t blindly accept Google’s recommendations! This tool is
designed to maximize clicks, not maximize your ROI.

Here’s how it works:
1. On the All Campaigns page, click the check box to the left of the cam-
paign with which you want to use Budget Optimizer.

2. Click the Edit Settings button.

3. In the Edit Campaign Settings page (which you saw earlier in
Figure 9-11), enter a Daily Budget.

4. Click the Enable the Budget Optimizer link.

5. In the message box that appears, click OK.

6. In the Budget Optimizer Setup page, click the Continue button.
You'll see the page shown in Figure 9-13.

7. Select or enter a budget that you want to spend over 30 days.

Note that Google provides several choices and estimates how many
clicks you're likely to get for each choice, as well as the average cost per
click. Note that the more you’re willing to spend, the more clicks you will
get, but the higher your average click cost will be.

8. If you enter your own budget number (in the text box above the but-
tons), you must also enter a Max CPC number (to the right of the budget
text box); then click the Refresh Estimates button to see the effect.
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Play with these numbers a little to see what you can turn up. As you can
see in Figure 9-13, Google estimates that it can still get significant clicks

D ro p B O O Ksl(nuch lower click price.
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That’s it; away it goes. Now that you've set up the Optimizer, you can change
the budget (or disable the Optimizer if you don'’t like its advice). The
Optimizer runs in 30-day cycles; as soon as one cycle ends, or when you
change the budget, the 30-day cycle starts automatically again.

The Optimizer will now set new maximum CPCs for all your keywords; look in
an Ad Group page and you'll see, for each keyword, something like Auto: $0.97.

Using the Find and Edit Max CPCs tool

This tool enables you to quickly modify maximum CPCs throughout your
campaigns in various ways. To get to the Find and Edit Max CPCs tool, click
the Campaign Management tab, click the Tools option below the tab, and

then click the Find and Edit Max CPCs link; you'll see the page shown in
Figure 9-14.

As you can see, this page allows you to modify keywords in a variety of differ-
ent ways. You can change CPCs for entire campaigns or for specific key-
words. You can search for keywords in various different ways — by typing a
partial keyword, for instance, or by looking for keywords with a particular
CPC or performance history. This is a very flexible tool that allows you com-
plete control for rapidly changing CPCs throughout your account.
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Changing Matching Options

Earlier, I show you how to change matching options while entering keywords
(by using the “”, [ ], and — symbols; see “Entering keywords” earlier in this
chapter). Google provides a few more tools for modifying matching options:

1 Change one matching type to another for a specific ad campaign: Click
the Campaign Management tab; click the Tools option; click the Change
Keyword Matching Options link.

v Add or remove Negative keywords for a specific ad campaign: Click
the Campaign Management tab; click the Tools option; click the Edit
Campaign Negative Keywords link.

v Copy Negative keywords between ad campaigns: Click the Campaign
Management tab; click the Tools option; click the Edit Campaign Negative
Keywords link, select a campaign, and use the Clean Sweep tool.
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And now, back to the Quality Score, which we discussed under “The Vagaries
of Google Bidding” earlier in the chapter. The Quality Score also comes into

@ 'gi decision Google makes in relation to Broad and Phrase matching.

ord phrase to be Broad or Phrase matched with another search
term, the Quality Score must be above a certain level. (What level? Only the
algorithm knows . . . this is all behind the scenes.) The idea is that if you have
a keyword/ad combination that isn’t doing well with the Exact phrase, why
would it do better with a similar phrase? So you may have a term that is active
for the Exact phrase but inactive for Broad-match or Phrase-match terms.

Reviewing Rejected Ads

Google approves ads very quickly, but that doesn’t mean they can’t be
rejected later. If an ad is rejected for some reason after initially being
approved, you receive an e-mail notification.

You can review rejected ads (disapproved ads, as Google calls them); click the
Campaign Management tab, click the Tools option, and then click the
Disapproved Ads link. You see a table showing your ads that have been
rejected and the reasons for their rejection; you’ll also be able to edit any
rejected ads and resubmit them.
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In This Chapter

Creating your AdCenter Account

Working with keywords and ad parameters
Managing your MSN Keywords campaigns
Using the Price Estimation tool

Big changes are on the way in the PPC business. Microsoft is entering the
fray with its new MSN Keywords program, part of the MSN AdCenter
advertising business (http://adcenter.msn.com). Here’s the situation at
this very moment:

v MSN has some of the most popular Web sites in the world, with huge
amounts of traffic and searches every day. In fact somewhere around 16
percent of the English-speaking world’s Web searches are carried out
through MSN, making MSN the third-largest search system (after Google
and Yahoo!).

v MSN currently runs mostly Yahoo! Search Marketing ads. MSN is part of
Yahoo!’s “partner” network, so if you place an ad into Yahoo! Search
Marketing (see Chapter 8), the ad will also be displayed on MSN Web
sites’ search results.

»* MSN is already running test programs for its new MSN Keywords pro-
gram in Singapore and France.

v MSN is also running a test program in the United States, but only for
high-volume advertisers.

v The test program mixes both MSN Keywords ads — ads sold directly by
MSN to advertisers — with Yahoo! Search Marketing ads. The ads will
not appear on the same pages, but different searches will pull ads from
one or the other system.

That’s the situation late in 2005. By the time you read this, the situation may
be very different. Microsoft’s plan is to fully implement MSN Keywords by the
spring or summer of 2006; almost certainly by June of 2006, when its contract
with Yahoo! Search Marketing expires. (At one point, Microsoft implied that
the program would be fully operational by March of 2006 at the latest.)
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You can expect that the launch of MSN Keywords will lead to another spurt of
innovation in the PPC field. Why? Because MSN is upping the ante and intro-

i me interesting new features that are not available to Yahoo! and
! C customers unless they use more advanced systems (see Chap-
ter 16). For instance, MSN Keywords provides

v~ Dayparting: Define what times of day your ads should run.

1 Demographic targeting: Display ads dependent on the searcher’s demo-
graphic characteristics, such as age or lifestyle.

1 Ad parameters: You can associate special blocks of text with each key-
word, allowing you to create one base ad and then insert a piece of text
into the ad depending on the particular keyword.

I've no doubt that Yahoo! and Google programmers are talking right now
about how to stay at the front of the PPC game, so we should be seeing some
interesting developments in 2006.

It will also be interesting to see if Yahoo! sues MSN over patent infringements,
as it did Google (Yahoo! and Google settled, with Google agreeing to license
several patents).

Creating Your MSN AdCenter Account

The first step to using MSN Keywords is to set up an MSN AdCenter account.
AdCenter is Microsoft’s advertising umbrella; MSN Keywords is just one of
the various advertising products that Microsoft sells.

Begin by visiting MSN AdCenter (http://adcenter.msn.com) and clicking
the Sign Up and Create Account link. The first couple of steps are basic
account-admin steps; name, address, billing information, and so on. After
you’ve created an account, log in and get started.

In the MSN Keywords system, the categorization works like this:
v A campaign is a group of one or more advertising orders, with a particu-

lar budget and an overall starting and ending date.

v An order is a group of ads and associated keywords; in Google, it’s
called an Ad Group. Individual orders can have their own starting and
ending dates.

Here’s how to set up a campaign. When you first log in, you're in Step 1 of the
setup wizard, as you can see in Figure 10-1.
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éj MSN adCenter - Microsoft Internet Explorer |5]E[x ]
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User: peterkent | Sign out | My Settings | Help
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Order: New

@ Back to Order List

_ Save and Next »

iStep 1 of 5! Define basic campaign and order settings
iCampaign
4 campaign can contain one or mare arders. Mote: Changes to the campaign name, monthly budget, or budget type will affect all orders in this campaign.

Choose whether to add this order to a new campaign or an existing campaign.

Select campaign / Create new: Campaign name: * [+]

| New Carmpaign [v

Type the budget amount you want to spend on this campaign, and then select a budget type.

|
Figure 10-1:

Monthly budget for all orders in this campaign: @ Spend budget using: @  Campaign budget spent this month:

| Mo Daily Limit|» | [i}

Th e M S N what time zone should be used for the start and end date of the orders in this campaign?

Keywo rds Time zone (for start and end date): =
| (GMT-08:00) Pacific Time (US & Canada); Tijuana 'v
setup

wizard. || S
—— € S ® et

]
B

1. Enter a campaign name.
2. Enter a Monthly budget for all orders in this campaign.

This is the total monthly amount you’re willing to spend for all the ads
you’re going to create.

3. Select a budget type from the Spend Budget Using drop-down list box.

If you select Daily Limit, MSN divides your monthly budget into a daily
budget and attempts to spend that amount each day. If you select No
Daily Limit, MSN tries to spend all the money as quickly as possible.

4. Select your local time zone so you can enter start and stop times in
local time.

5. Scroll down the page to see the components shown in Figure 10-2.
&“*“‘BER 6. Enter an order name.
&
Remember, an “order” is a group of ads and keywords.

Note that the Start Date is set to the current day, and the End Date is set
to a year from today.

7. If you want to change either date, click the appropriate ellipsis
button (...).

8. Select the language you’re going to use for the ad and keywords.
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|
Figure 10-2:
Here's
where you
begin
setting up
the first ad
“order.”
|

Figure 10-3:
MSN
Keywords
has a
variety of
“targeting”
options.
|
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9. Check the check boxes for the countries in which you want MSN to
run the ads on its search engines.

10. Click the Save & Next button, and you’ll see a page in which you can
set up ad targeting (Figure 10-3).

a et - Microsaft Internet Explorer
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o Q-0 REAB OO 0

L) Coogle~ | ml | e :"

User: peterkent  Sionout My Settings  Heln

n'snv adCenter 1 Drders | Accounts ‘ Research ‘ Reports

Order: New

Step 2 of 5 (optional): Target your ads to a specific audience

| Save R Next >

Select the location of the audience you want to advertise tn: @
@) &l locations 2 Select countrissfregions ) Select cities

Select the days of the week when you want to reach your audience: @
@) Al days of the wesk O Select specific days of the week

Select the tines during the day when you want to reach your audience: 8
@) &l times of the day O Select specific times of the day

Select @ gender and/or age group you want ta teach with your ad. @
@) All ages and genders O Salect sperific ages and genders

=l =eo .

= & @ miemet
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You can target by location, days of the week, times, and gender or age
group. | talk about targeting location in Chapter 12, so I won’t go into
il here; however, note that if you make no choices here, MSN runs
D ro p B O O ad in all countries. So at the very least, you may want to click the
Select Countries/Regions option button and select the country in which
you want the ad to run.

11. If you want to change one of the other three targeting types — days of
the week, times during the day, or gender and /or age group — select
the appropriate Select Specific option button, then click the Save &
Next button.

In Figure 10-4, you can see the controls used for setting the days of the
week on which you want to run your ads. You can specify particular
days on which the ads run, specify different bids for different days, or a
combination of both.

12. Click a day in the Available Days of the Week box — or hold the Ctrl
or Command key and click two or more days — and then click the >
button to move those times into the Selected Days of the Week box.

ETMSH adCenter - Microsoft nternst Explorec =EE
fitee Sl - G- REAR A Ase 3-5 § 14 " - Coogle- o [y e N
User: paterkent ~ Signout ~ My Settings  Heln
n'sn‘d al:l“. anter [ Drders. ‘ Accounts Research ‘ Reports ‘
Order: New
Select the days of the week when you want to reach your audience: €3 L
(0 Al days of the wesk (&) Select specific days of the wesk
Belert the days of the week in which to show your ads, (Times are relative to the searcher. ) [7] Specify additional bid for target{s)
Available days of the siaels Selected dags of the weel:
Sunday
I ey
Figure 10-4: | | ruess leza
You canrun || | M= [<]
Thirsday
the adson | | s
particular | | sty
days. ' =
e = & @ Tnternet ——=

13. If you want to have different bids for different days, click the Specify
Additional Bid for Target(s) check box.

A Bid Amount box opens (see Figure 10-5).
14. Type the bids into the Bid Amount boxes.

If, for some reason, searches on particular days are more valuable, you
can bid more for them.
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|
Figure 10-5:
You can
specify
different
bids for
different
days.

|
Figure 10-6:
You can also
specify the
times your
ads should
run.
|
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& 2 @ Intemet

15. You can also choose to run ads on the non-selected days at the base
bid amount by clicking the Show Ads During All Other Days of the
Week at the Base Bid Amount check box.

16. If you click the Select Specific Times of the Day option button, you'll
see the controls shown in Figure 10-6.

These controls work in the same way as the Specific Days of the Week
controls: You can specify the times you want the ad to run, and specify
different bids for different time periods.

17. If you click the Select Specific Ages and Genders option button, you’ll
see the controls shown in Figure 10-7.
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To be more precise, you're not really selecting ages or genders — MSN
can'’t really block the ages or gender you don’t want to target because it
n’t know the age and gender of all searchers. But it does know the
D ro p B O O nd gender of some searchers, so you can bid more for the particu-
lar gender and age groups you are most interested in, increasing the like-
lihood that your ad will be displayed to those people.

£7MSN adCenter - Microsaft Intemet Explorer =)
7§ e 3 == g : P - = . = A = T — . 77'
File Limks [ ¢ [ (=] (B ¥ &) o [ Coogler | e W
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Order: New
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Your ads wil be shown to both genders, You can specify an additional “¥our ads will be showin to &l age graups, You can specify an additianal
bid amotint to increase the Ikeliood of vour ad reaching a specific bid amatint to increase the likelihood of vour ad reaching specific age
gender, groups.

Bid amounk

| Gender Bid amount Age groups
Figure 10_7. Fermale B 18to2s5
Male 25t035
- En_ter 35 to 50 [
specific bids - .
for each = =
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e 8 @ e 2

18. When you’ve made all your targeting choices, click the Save & Next
button to continue to the next step: adding keywords.

Adding your keywords

After making your targeting choices, you enter your keywords (see Figure 10-8).
You can enter your keywords in a number of different ways:

v Type them one by one. Each time you begin typing a keyword, another
line opens below the current one so you’ll be able to type the next

keyword.

v+ Import an Excel or CSV file. You can create a list of keywords in another
program and quickly import it into the system.

v Use the Keyword Research Tool. This provides a simple way to find key-
words and immediately add them to your list.

v Import a list from the Clipboard. You can select a list from the Keyword
Research Tool, under the Research tab, copy it, and then come back to
this area and “import” the list.
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Note, however, that this technique does not work when using the Keyword
Research Tool under the Orders tab. This feature does not allow you to
D ro O rt a list of keywords from the Windows Clipboard; you can't select

ords in another application and paste them in using this option.

It’s nice that MSN offers a way to import keyword files. As [ point out in the
two preceding chapters, neither Google nor Yahoo! makes this very easy.
What MSN lacks, though, at present at least, is the ability to copy a list from
another program and quickly paste it into the system.
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Typing the keywords

Entering keywords by hand is simple. Type the keyword, press Tab, and then
type the bid you want to make for the keyword. Press Tab again and you’ll be
on the next line, on which you can enter another keyword. Make sure you

click the Save & Next button at the bottom of the page when you are finished.

Importing keywords from a file
Unlike Google and Yahoo!, MSN makes importing large keyword lists pretty
easy. You can upload an Excel file or a Comma Separated Values text file
(CSV). Here’s how:

1. Click the Import/Export menu at the top of the keyword list.

2. Click the Import from a File option, and the box shown in Figure 10-9
opens.

3. To download a sample, click the Excel or CSV link, and save to your
computer.

4. Open the file to see a sample.

You can see both types of import files in Figure 10-10.
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] MSN adCenter -- Web Page Dialog
Import Keywords from a File ‘ (-]
ri@sir® an Excel or Comma Separated Values (CSY) file.
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igure 10-9: E
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| 2 |tennis 005 005 005
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. E I | 4 |tennis elbow 005 005 005
import Exce | 5 pilat pen tennis | 005 005 005
B _|table tennis 005| 005 005
and CSV | 7 |tennis warehouse 005 005 005
. . | 8 |olyrmpic tennis 005 005 005
files; these |5 [tennis shoes 005 006 008
10
are the 7 I
. W 4 » ] Sheet1 /Sheetz / Sheet3 / [« B
sample files. —
I

5. Create a new file with your data in the same format.

As you can see in the example files, you can add a bid for the different
match types; see Working with different match types for a description of
these match types, later in this chapter.

6. Click the Browse button in the Import Keywords from a File dialog
box to find your import file.

7. Click the Import button.

Your keyword file will be imported, and the words added to the keyword
list.

8. Click the Save & Next button at the bottom of the page to save your
changes.

\J
) Note, by the way, that you can also export keywords from MSN. Select

the Import/Export menu at the top of the keyword list and then select
Export.
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Figure 10-11:
MSN'’s
Keyword
Research
Tool.

Using the Keyword Research Tool

If yjou haven’t yet done your keyword research — see Chapter 4 — you can
&35 Keyword Research Tool. Click the Show Keyword Research Tool
x in the top left of the Keyword page (see Figure 10-8), and a frame
opens on the right side of the browser. You can create more room, if you
wish, by dragging the frame border to the left.

Type a keyword and press Enter, and MSN searches for matches. The list of
matches includes the number of times each term has been searched for
during the current month and the previous month. If you want to use any of
these terms, click the appropriate check box, and the term is added to the
Keyword Collection box, as you can see in Figure 10-11.

Click the Add to Order button at the bottom, and the selected keywords are
added to the list in the left pane, where you can enter a bid for the terms. To
close the research tool, click the little X in the top-right corner of the frame.

Remember, whenever you make a change to the order that you want to save,

click the Save & Next button at the bottom of the page before doing anything
else.
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Importing from the Keyword Research Tool

There’s another way to get to the Keyword Research Tool: You can click the
D ro B O afcl) tab at the top of the page, and the Keyword Research Tool is dis-
=fhe advantage to working here is that you have more room — you

have the entire width of the browser rather than just a small portion of its
width.

You can quickly get keywords from the tool into an ad order by clicking the
Copy button in the Keyword Collection box, returning to the order (click the
Orders tab, then the Order ID in the Select an Order table), clicking the
Keywords tab, clicking Import/Export at the top of the table, and selecting
the Import from Clipboard option. As mentioned before, this is a special
Clipboard, not the normal Windows Clipboard — you can’t use this feature
to import from other programs.

Working with different match types

MSN has four different matching options, which are actually the same as the
ones used by Google: Broad, Phrase, Exact, and Negative (see Chapter 7). By
default, your keywords are Broad matched. That is, a keyword is matched
with phrases that include your keywords, but that may have the words in a
different order, and may include other words. If you are bidding on video
games, and someone searches for buy video games, games video, or even stop
Rids playing video games, your ad will be matched.

The bid you enter into MSN’s Keyword table (Figure 10-8) is the bid for
matching the keyword with a Broad-matched term, but you can also bid on
other forms; click Match Options at the top of the table and select Phrase
Match or Exact Match from the drop-down menu. New columns appear in
your table, in which you can enter bids for particular keywords, for Phrase
matches (your keywords must appear exactly as you typed, though other
words can appear around them), and for Exact matches (the ad is matched
with your exact phrase only). Thus, MSN allows you to bid differently for dif-
ferent matching options. Rather than bidding only for one type of matching,
you can bid more for more exact matches, and less, perhaps much less, for
much broader matches.

In addition, MSN allows you to add Negative keywords to particular key-
words. Click Match Options at the top of the table and select Negative Match,
and a Negative Match column is added to the table. Now you can enter nega-
tive terms for each keyword. Imagine you have the keyword phrase video
games, but you don’t sell PS2 video games. Entering ps2 into the Negative
Match field for that keyword phrase ensures that your ad is never matched
with a search term that includes ps2.
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As mentioned earlier, make sure you save any changes you make before
moving to another screen, or you'll lose them.

D rO p B O Q/Ks with parameters

MSN has a very unusual system called parameters, something you won't find
with Google or Yahoo!. These are text fragments that are automatically placed
into your ad, triggered by particular keywords. As you find out earlier in this
book (Chapter 6), the closer the ad matches the keywords typed, the better.
Parameters provide a way to help you get your ads to match keywords very
closely. You can now create large numbers of ads that are mostly the same,
yet customized for particular keyword phrases.

You can associate up to three blocks of text — three parameters — with each
keyword phrase. In addition, there’s a fourth, fixed parameter, the keyword.
That is, you can tell MSN to insert the keyword that the searcher typed into a
particular location in the ad.

Working with parameters is a two-step process. First, you define the parame-
ters under the Keywords tab. Later, when creating your ad under the Ads tab,
you specify where in the ad you want the parameters placed by using little
{parameter} tags.

Here’s an example of how you might use this system. If you have a video-
game store that sells a variety of games — Gameboy, Xbox, GameCube,
Playstation 2, and so on — and you have a different number of titles for each
system and a different discount on each, your ad could include this line:

{paraml} {keyword} titles! {param2} Off!

In the Keywords page, you enter the appropriate parameters for each key-
word, as illustrated in Table 10-1.

Table 10-1 Example Keyword Parameters
Keyword Param1 Param2

psp 5,000 10%

psp video game 5,000 10%

Xbox 3,000 12%

xbox games 3,000 12%
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Now, if your ad is matched with the term psp video game, the ad will say this:

DrOpBqu(épsp video game titles! 10% Off!

|
Figure 10-12:
Creating

the ad.
|

ow do you get these parameters into the Keyword table? There are a couple
of ways. Look back at Figure 10-10, and you’ll notice that the Import file
format includes fields for Param1, Param2, Param3; in other words you can
add these parameters to your import file along with the keywords and bids.

Or you can add them to the table manually, while entering your keywords.
Click Parameters at the top of the table, and select the parameter you want to
include from the drop-down menu: Insert Parameter {param1}, for instance.
Each time you select one of these parameters, MSN adds a field to the table,
in which you can type the parameter you want to use for each keyword. Note,
by the way, that when you do this, you'll only be able to add parameters for
new keywords, not existing ones.

Creating the ad

After you've finished with the keywords, click the Save & Next button to
move on to the Ads tab (see Figure 10-12). Enter your Ad Title (25 charac-
ters), Ad Description (70 characters), Display URL (35 characters), and
Destination URL (1,022 characters).
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Remember, you can use parameters in the ads if you wish. Where you want to
place parameter 1 into the ad, for instance, simply type {param1}. If you want

D r O p B O Gkshe keyword into the ad, type {keyword}.

Note that you can create multiple ads for the order. As with Google, for
instance, the system rotates ads among the keywords.

Importing your ads

You can also import ads in much the same way you can import keywords, as |
show you earlier in this chapter (use the Export/Import menu at the top of
the ad table). Again, you can download a sample Excel or CSV file. For
instance, here are the contents of the sample CSV file:

title,description,display url,url

Tennis instructions ,Improve your tennis
skills,http://www.tennis.com, http://www.
tennis.com

Tennis classes ,Improve your tennis
skills,http://www.tennis.com, http://www.
tennis.com

Tennis Gear, Improve your tennis
skills,http://www.tennis.com,http://www.
tennis.com

Tennis racquets, Improve your tennis
skills,http://www.tennis.com, http://www.
tennis.com

If you are creating a lot of ads, you’ll want to use import files. It’s much easier
to create all this information in an Excel spreadsheet file and import it than it
is to enter it directly into the MSN pages.

When you finish creating your ads, click Save & Next to proceed to the
Summary page.

The Summary page

The next step, after creating your ads, is the Summary page, shown in Figure
10-13. You see the list of all the keywords and, at the bottom of the page, the
ads that are part of the advertising “order.” Check the keywords, and in par-
ticular read the ad text, and make sure everything’s okay; if not, you can click
a check box next to the keyword or ad and then click the Edit Keywords or
Edit Ad button. You’'ll be able to delete a keyword or change a bid, or you can
modify the ad.
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